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Quantity and Quality 


ARE BOTH 
FEATURES OF 


The Pittsburgh 


Gazette 
AND 


The Pittsburgh 
Chronicle-Telegraph 


PITTSBURGW’S LEADING 
MORNING AND 
AFTERNOON PAPERS 


~~ 


More copies are sold, more classes 
reached, and more results returned 
than by any two other papers of 
Pittsburgh. The advertiser re- 
ceives the maximum of circulation 
and influence. Proof for the ask- 


ing. W. R. Rowe, Manager. 
—— 


J. E. VAN DOREN SPECIAL AGENCY, 
Managers Foreign Advertising Department, 
1210-1212 BOYCE BUILDING, 407-410 TEMPLE COURT, 

Chicago. New York. 
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VoL. XL. 


ADVERTISING SCHOOLS. 
THE LITTLE SCHOOLMASTER EX- 


PRESSES HIS OPINION OF THEM. 





The above advertisement was 
shown to the editor of Printers’ 
INK, and he was asked what he 
thought of it—and of advertising 
schools generally. In reply he 
said he thought that of the adver- 
tising schools that of Page-Davis 


Co. is as good as any. Going 
through the advertisement, sen- 
tence by sentence, the Little 


Schoolmaster disposed of them as 
follows: . 

Sentence. Learn to write advertise- 
ments. P A 

Comment. That is good advice. 

S. Improve your chances in life by a 
knowledge of advertising. 

C. That is also good advice. 

S. It_is conceded that an advertis- 
ing training is of more value to the 
young man of to-day than a college edu- 
cation. 

C. That may be true. I would 
prefer a college education, but even 
then its principal value might pos- 
sibly be found in making me more 
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susceptible to an advertising train- 
ing, and afterwards I might pos- 
sibly decide that the latter was a 
better income producer than the 
former. 


S. Advertising is to business what the 
classics are to literature. 


C. Without doubt the classics 
permeate literature and literature is 
benefited. Surely it is not injured 
thereby. Doubtless the same may 
be said of advertising and busi- 
ness. I can take no exception to 
this sentence. 

S. We teach advertising by mail. 

C. I am not prepared to say that 
much may not be learned in that 
way. 

S. If you have ordinary education, 
common sense, and sufficient ambition 
and energy to devote a half hour a day 
to this modern, fascinating calling, you 
can fit yourself to earn $25 to $100 a 
week as so many others have done dur- 
ing the past five years. 

C. Doubtless many persons have, 
within the past five years, earned 
from $25 to $100 in a_ week. 
Doubtless some have received as 
much who did not earn it, and 
some have earned it without re- 
ceiving it. By ordinary education 
is probably intended something as 
good as an excellent common 
school training. With that and 
energy and ambition as stated, to 
devote the time specified for as 
many days as may be requisite, be 
they few or many, ten or ten thou- 
sand as the case may be, and com- 
mon sense enough to know when 
the lesson has been learned, one 
will, without doubt, be more com- 
petent to earn the sums specified 
than some persons are who receive 
them; and it is within the bounds 
of possibility that when so fitted 
one may be so fortunate as to get 
employment at the work and wages 
stated. Then again he may not. 
The advertisement does not guar- 
antee anything, and any one who 
has the amount of common sense 
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specified knows too much to regard 
the job as any sure thing. 

S. This is the original school you 
hear so much about. The oldest, big- 
gest and most substantial institution of 
its kind in the world. 

C. Such schools are compara- 
tively new. If this is the oldest 
in the world that is an interesting 
item. If it is the biggest that too 
is a statement that sounds well and 
may not mean much. The same 
remark may apply to the words 
“most substantial.’”’ It may be that 
and may not be in existence six 
months hence. If this is the old- 
est, biggest and most substantial 
in the United States it will surely 
be the oldest, biggest, etc., in the 
world, for outside the United 
States no such institutions exist. 
That the reader of the advertise- 
ment may never have heard of the 
school at all does not enter into 
the case, for if he never heard of 
it he is aware of that fact, and 
no statement to the contrary will 
deceive or mislead him very seri- 
ously. 

S. If you enroll with the Page-Davis 
Co. you are not experimenting, not be- 
ing experimented upon. 

C. When a fish swallows a bait, 
it does not think of experimenting 
but only of gaining a livelihood, 
and when he is taken into the boat 
it will not be experimented upon, 
but simply sized up, sold or eaten, 
and valued for about what it is 
worth. 

S. That explains why merchants 
throughout the country to- day say, “I 
want a Page-Davis man.’ 

C. If merchants do say so, prob- 
ably the reason why they say it is 
as much because the fish that was 
caught was not experimenting nor 
experimented with as for any other 
reason. If no merchant says so, 
it is probably because very few of 
them know, to-day, what a Page- 
Davis man is or what he can do, 
or wish to know. 

S. Our prospectus mailed free, on re- 
quest. 

C. No one can object to this par- 
agraph. 

On the whole, the Page-Davis 
Co.’s advertisement is a good one. 
It promises no more than may, 
possibly, ‘be performed. Advertis- 
ing is not an exact science. No one 
knows it all. No one understands 
it fully. Yet something is to be 





learned by thinking about it, talk- 
ing about it, and experimenting 
with it. Without doubt the adver- 
tising schools will advance the 
cause, the business of advertising. 
No doubt these schools will elevate 
the quality of advertising, make it 
better rather than worse than it 
would be if the schools did not ex- 
ist. Probably the more of these 
schools there are the better it will 
be for advertising and for the peo- 
ple who advertise and those who 
make a living out of placing or ex- 
hibiting advertisements. It is not 
probable that one student in every 
ten will think he got his money’s 
worth out of the advertising 
school, or that one in every twenty 
will stick to the school with suffi- 
cient persistency and intelligent at- 
tention to enable him to imbibe the 
best the school has to offer. It 
is not probable that one student in 
fifty will ever make a living out of 
advertising, or one in a thousand 
ever accomplish any marked suc- 
cess. It is tolerably certain that 
the incompetent students who en- 
ter these schools and gain what 
they think is an insight into the 
advertising ‘business, will make 
many a merchant very tired by the 
way they will exploit his advertis- 
ing and waste many a dollar, by 
their inefficient methods. On the 
whole however the schools will do 
good—all of them. The poorer 
ones will be weeded out in time, 
and among the better ones it may 
be that something will grow up 
that will really meet the need that 
undoubtedly exists for intelligent 
instruction in methods pertaining 
to advertising. 

PRINTERS’ INK believes in the ad- 
vertising schools and wishes them 
well, 





+o 
BRAIN FOOD. 

He hated working with his hands, 
Such toiling gave him pain, 
Therefore, the glorious height to gain, 

He tried a hundred various brands 
Of brain foods, all in vain. 

The brain foods that they advertise 
Mav not be what we _ need, 

But there’s a truth that men should 
heed: 

No food for brains will make us wise 
Unless we’ve brains to feed. 

—Chicago Record-Herald. 
——_+o+—_—_ 


Ir there were as many suckers in this 
world as many get-rich-quick-people sup- 
pose, it would be a question of a survival 
of the fittest.—White’s Sayings. 
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During the first halfof 
September, 1902, as 
compared with the 
same period last year, 





advertisers increased 
their space more than 
77,000 lines. 

Early September is 
dull with some news- 
papers. 























TWICE TWO IS EIGHT! 


In dealing with newspaper cir- 
culation reports there arises from 
time to time some new problem 
which confronts the editor of the 
American Newspaper Directory in, 
a perplexing way. Here is a case 
from Flint, Mich., where a pub- 
lisher announces the consolidation 
of two daily papers, gives informa- 
tion about their past circulation 
and asks a circulation rating, based 
thereon, in the next issue of the 
Directory. His letter is given. 

FutntT, Mich., Sept. 6, 1902. 
George P. Rowell & Co.: 

I inclose herein a sworn detailed statement 
of the circulation of the Datly Globe and Jour- 
nal, These two daily papers have been con- 
solidated here during the week, and I have 
thought it fair and of course there can be no 

uestion whatever but that we are entitled to 
the combined circulation of the two papers, 
less the du; licates, which have been deducted 
from each day’s issue. That is to say, we have 
counted the number of duplicates found this 
week in effecting the consolidation and made a 
deduction of that number from each day for 
the past year. If there is any further informa- 
tion of any kind bearing on this statement I 
will gladl: furnish it. Sincerely yours, 

(Signed H. H. FitzGeravp. 

The letter is accompanied with 
a complete circulation statement in 
detail covering the period of 
twelve months from September 5, 
1901, to September 4, 1902, giving 
the number for each day separate- 
ly, varying from 4,925 on Septem- 
ber 5, 1901, to 5,600 on September 
4, 1902, and showing the average 
output per each day for 308 days 
to have been 5,936 copies. The 
statement is signed and sworn to. 

In the latest issue of the Amer- 
ican Newspaper Directory, the cir- 
culation of the Evening Globe is 
disposed of as follows: 
Circulation—daily “sx.." weekly “ii.” In 
1899, weekly Z. In 190, weekly Z. 

That of the Evening Journal is 
reported as below: 


Circulation — Daily: Accorded I from 
0 1995. Actual average for 1896, 1,338. 
in i897, VY. In 16%, “ger.” 


It will be noted that neither pa- 
pers had anything better than a 
“JKL” rating in 1901 which, ac- 
cording to the Directory key, in- 
dicates that the average issue of 
neither paper was supposed to ex- 
ceed a thousand copies. 


A Y rating signifies that no recent circulation 
- has been furnished from the office of 
6 pa) and a consequent Lam py $e that the 
last ¢ Peulation rating accorded y be 
higher than anew atenes would warrant. 





Tal re- 
ceived in answer to an appiication for revision 
or correction of the circulation rating accord 
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to the paper, fell short of being a satisfactory 
circulation report because of certain shortcom- 


Of the two papers the Evening 
Journal appears to have shown evi- 
dence of having printed somewhat 
over a thousand copies per issue 
prior to 1897 but no definite infor- 
mation since that time, about the 
daily circulation of ecither paper, 
has been received at the Directory 
office. 

If the figures furnished by Mr. 

H. Fitzgerald are believed to 
be true, it may still ‘be a question 
whether the average of the aggre- 
gate daily output of the two papers 
prior to consolidation can be ap- 
plicable to the consolidated paper 
known as the Daily Globe and 
Journal. Probably it cannot. 
Probably there never was an in- 
stance where a consolidated paper 
held all the subscribers that each 
separate paper had before consoli- 
dation. 

Mr. Fitzgerald seems to think 
the rating of the Globe and Jour- 
nal, in the forthcoming Directory, 
should be 5,306 average for twelve 
months prior to consolidation. The 
Directory editor takes a different 
view. Still he realizes that he may 
be wrong. Strange as it may ap- 
pear he does not remember any 
other precisely similar case ever 
coming before him for considera- 
tion. Generally it is not possible 
to obtain statements of the issues 
of the less prosperous parties to 
a combination. 

Considering the reticence of the 
two papers on the subject of cir- 
culation in the past, and realizing 
how very great a number a thon- 
sand actually is for a city no larger 
than Flint, the Directory editor is 
inclined to believe Mr. Fitzgerald 
may be an offshoot of the Philadel - 
phia family of that name and pos- 
sess a greater ability for exhibit- 
ing large figures than alacrity in 
showing just how they were ar- 
rived at. To the advertising pub- 
lic the information last specified 
is an important ITEM. 

ja 


Ir the retail dealer is to secure any 
share of success he must look to it that 
he is associating his good name with 
reputable and reliable makes of adver- 
tised goods. By this we mean articles 
that are backed up_ by manufacturers 
whose integrity is clearly in evidence, 
and whose honesty is unquestioned.— 
Progressive Advertiser. 
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THE 


best advertising medium 
in Central Illinois in the 
counties surrounding 


PEORIA 


is the paper that has 
a daily circulation of 
24,000. The 


STAR 


prints twice as many pa- 
pers as both its English 
competitors combined. 


N. M. SHEFFIELD, 


In charge of all Foreign Advertising. 


84-85 TRIBUNE BUILDING, 
NEW YORK. 


UNITED STATES EXPRESS CO. BUILDING, 
CHICAGO. 








PHILADELPHIA LETTER. 


A delicatessen counter is the 
most recent addition at Lit Broth- 
ers’ Department Store. On en- 
tering the restaurant (which, by 
the way, is being advertised as the 
largest in the world) one finds a 
splendidly stocked delicatessen de- 
partment, and, though opened but 
a short time, it has already be- 
come famous for its tempting and 
appetizing array of ready cooked 
meats, fowls, tid-bits, deliciously 
prepared salads, sandwiches of all 
kinds and a complete line of re- 
lishes—olives, pickles, gherkins, 
etc. Teas and coffees are also a 
spesialty in this department. The 
delicatessen counter adds a new 
convenience and comfort for Lit 
Brothers’ many patrons. Picnicers 
and travelers, especially, find this 
feature particularly convenient, as 
their lunch baskets can be filled 
at short notice with all the edibles 
that are required—even including 
all kinds of pastries, which are 
also made by Lit Brothers’ them- 
selves. 

+ * 

After many months of prepara- 
tion, the C. M. Allen Company, 
Nos. 726-728 Market street, last 
week threw open the doors of its 
modern and practically new nine- 
story building for business, under 
the most favorable auspices. Re- 
fitted and equipped with modern 
improvements and appliances, and 
fully stocked with a large and 
complete assortment of general 
merchandise selected in the best 
home and foreign markets, it 
would seem that this new firm is 
to revive the wholesale dry goods 
trade in Philadelphia, it being a 
fact that many of this city’s great 
wholesalers in that line have 
moved away or retired from busi- 
ness. The firm has a large staff of 
persons who have been connected 
with great houses, and it is pro- 
posed that it shall be an up-to-date 
jobbing house and one which will 
rank with the very best in its line. 

* * * 

The new department store of 
Blum Brothers is being fitted wn 
quickly and the advertising will 
commence in a very short time. 
This firm has engaged as advertis- 
ing manager Mrs. H. E. Benjamin, 
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one of the best woman adwriters 


in Philadelphia. She received her 
training in advertising at John 
Wanamaker's, after having studied 
for three years with John E. Pow- 
ers. Said Mrs. Benjamin recently: 

“I believe that Wanamaker’s is the 
greatest school in which to learn, 
not only the art of advertising, but 
the policy of business—what vou 
might call business tact; and three 
years under such a man as Mr. 
Powers, Senior, a year and one- 
half under the young Mr. Powers 
and a year and one-half under Mr. 
John Wanamaker, should be of 
some benefit to a writer who in- 
tends making advertising his life 
work.” 

* * * 

Harry S. Thalheimer, publisher 
of the New Orleans /tem, but at 
one time advertising manager of 
the Philadelphia Times as well as 
advertising man on the Record and 
the North American, having been 
connected with the Philadelphia 
newspapers for many years, spent 
the first two weeks of September 
in the East, in the interests of his 
newspaper. Mr Thalheimer told 
me that the reduction of the sell- 
ing price of the Jtem to one cent 
(making it the only penny paper 
in New Orleans) as well as the 
introduction of progressive Eastern 
methods, such as a color section on 
Sunday, etc., has awakened the 
Southerners and is making his 
newspaper very popular. In Phil- 
adelphia he closed contracts with 
N. W. Ayer & Son, and other ad 
vertising agencies. In New York 
he purchased new presses for his 
plant. 


+e - 


JOHN BULL DOESN’T READ NEWS.- 
PAPERS. 


“Let me tell you what I noticed when 
I was commuting daily for a while this 
spring to London from a suburb. I 
watched the other people in the train and 
I repeatedly counted the number of 
newspapers in the carriages. Not half 
the travelers read newspapers during 
those weeks of the most stirring times 
England has had for a decade. A _ vast 
number were deep in the penny weeklies, 
Tit-bits, Answers, The Golden Penny, 
papers it is nro exaggeration to ay 
Americans wouldn’t be paid to read.’’- 
World's Work. 


APPEARANCES do not always indicate 
the strength between kinds of advertis- 
ing; there is a strong similar look, but 
as much difference in effect as between 
gin and water.—White’s Sayings. 
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TWO SORTS OF ADVERTIS- 
ING SUCCESS. 


It seems to be a well-established 
bit of advertising ethics that the 
publicity which brings paying re- 
sults is always right, be the quality 
what it may. There are certain 
advertising men of experience, for 
example, who hold that the Force 
campaign is extremely wasteful. 
Hardly any large campaign has 
come in for so much criticism, both 
favorable and adverse. But the 
critic who says that the Force ads 
are indifferently written is always 
met with the retort, “Well, yes, but 
they pay, don’t they?” Whereup- 
on he crawls away and is heard no 
more. Yet why should the fact 
that advertising pays be proof that 
it is good advertising? The best 
publicity is certainly that which 
brings the largest return from the 
least space. The Force campaign 
has been successful because its pro- 
jectors had forethought enough to 
find an excellent commodity for 
exploitation, and because they 
have used space as it has never 
been used before. The quality of 
the ads seems to have been the 
last thing considered, and the cam- 
paign has been won because it 
would be next to impossible for 
anyone to print anything in a sim- 
ilar amount of space and not get 
an adequate return, provided the 
commodity was in demand. Most 
experienced advertising men agree 
that volume is the chief factor in 
publicity—that you cannot have too 
many ads. Most of the large cam- 
paigns illustrate this principle, for 
they embrace all sorts of mediums 
and space is used lavishly. But 
surely this is no argument against 
quality. In fact, advertising has 
nearly reached the limit of volume, 
and must now be developed by the 
man who writes the copy rather 
than the man who contracts for 
space. It is not exaggeration to 
say that seventy-five per cent of 
the $600,000,000 annually spent for 
publicity in the United States is 
utterly wasted through poor copy. 
Every solicitor and agent knows 
that the manager of an advertising 
appropriation often spends money 
blindly playing at advertising as 
though’ it were a game of chance. 
It is a game of chance in its pres- 
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and the 
man who wins is usually the one 
who has money enough to play 


ent stage of development, 


until the luck turns. All the not- 
able successes of early advertising 
were won—literally—through sheer 
force rather than wise advertising, 
and many of the successes of to- 
day have been achieved in the same 
fashion. But there is another kind 
of success, and it is the success of 
the future. The small spaces of 
Rogers, Peet & Co. are successful 
because they are well-filled. Ten 
times the space could not be made 
to bring the same results if the 
copy were written like that used 
for Postum Cereal. Macbeth, the 
lamp chimney man, has always 
used ridiculously small spaces, but 
the individuality in his ten or twen- 
ty words of copy has made his 
product and name familiar wher- 
ever people read English. His en- 
tire expenditure since he began 
advertising fifteen or twenty years 
ago is probably less than that of 
Force or Cascarets for the past 
vear. And how many commodities 
have appeared, achieved success 
and disappeared while the Mac- 
beth publicity has been running? 
The fact that advertising can be 
made to pay enormously when con- 
ducted along the lines now follow- 
ed by nine in every ten advertisers 
is incontrovertible proof that it is 
a force capable of further develop- 
ment. The present day advertiser 
is using a 1,000 horse powcr en- 
gine to run an electric fan, and 
when criticized points triumphantly 
to the fact that the fan revolves 
and creates a breeze. It is a poor 
sort of success at best, and will 
hardly satisfy the advertiser of ten 
years hence. Furthermore, for 
every advertiser who can command 
a half million dollars with which 
to blunder into such success, there 
are a dozen men who begin with a 
hundred dollars, use space wisely 
and build up a successful retail or 
mail order business. These are 
successful advertisers in the best 
sense of the term. A ten dollar 
mistake means failure to them at 
any stage of their campaigns, and 
their success is worth achieving. 
The other kind is merely good 
fortune. 
eS 


Do advertising or it will do you. 
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Less than One-Tenth of 


a Cent per Thousand 





The Combined Circulation of 


The 
Scripps-McRae 
League 


Over 315,000 Daily 


THE CINCINNATI POST 
over 139,000 


THE ST. LOUIS CHRONICLE 
over 51,000 


THE CLEVELAND PRESS 
over 119,000 


THE COVINGTON (KY.) POST 
over 12,000 


This combination of desirable 
newspapers offers advertisers a bet- 
ter opportunity than any other simi- 
lar list of newspapers in the country. 


Rates and circulation guaranteed. 





For information, etc., address 


D. J. RANDALL I. S. WALLIS 
53 Tribune Building, New York 316 Hartford Building, Chicago 
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BULL’S EYES AND THINGS 


IN BROOKLYN. 

From the Advisor for July, 1902. 

One more of the prominent dailies of 
this country, has decided—as Torpedo, 
the Advisor’s brilliant English corre- 
spondent, would put it—that not only 
has Smith a right to know how many 
ag ag he is to receive for his dollar, 

ut in how many copies of a newspaper 
his advertisement will appear. 

This pleasing news comes from a most 
welcome source—Brooklyn—where capi- 
tal C, F and G ratings, with lower case 
¥: z, t t and other appendixes prevail. 

o be sure the C newspaper’s rating is 
supplemented with a pair of bull’s eyes 
—but the double bull’s eye, by the way, 
is on the wane and it is not going to 
be_so very long before it will vanish. 

In view of this state of affairs it has 
always been difficult to draw an accurate 
bead on the circulations of Brooklyn’s 
dailies. Their claims have always been 
heralded in the manner made famous by 
the Royal Baking Powder Company—by 
means of black rules of various lengths. 

The unanimity of this practice has 
been shattered by the Standard-Union, 
which now comes forth and speaks its 
little piece as follows: 

“Its regular daily circulation is be- 
tween twenty and thirty thousand. It 
has not been the way for Brooklyn news- 
papers to take readers into their confi- 
dence to the extent of publishing circu- 
lation figures. The step the Standard- 
Union ventures on in doing so is in the 
nature of a new departure, but outside 
of Brooklyn it is not uncommon. Many 
newspapers now publish their circulation 
and invite those who are interested in 
the subject to make a investigation 
they desire, offering alt the facilities 
that would or ought to be offered in a 
public office to a citizen seeking informa- 
tion he is entitled to concerning public 
affairs. Jn some senses the relation be- 
tween the-public generally and the news- 
papers is as close or closer than that 
fisting between the citizen and the 

cal government. The newspaper 
often represents him in a very minute 
way, and not unnaturally he likes to 
have a trustworthy measure of its in- 
fluence. It is in response to the exist- 
ence of such a feeling and to save pos- 
sible misunderstandings when mention 
is made in a news way of doubling its 
plant that the Standard-Union takes 
occasion to state in a clear, plain way 
the present extent of its circulation and 
to cordially invite the fullest scrutiny of 
the facts, 

“There is nothing to be ashamed of in 
such a circulation. The Standard- 
Union is very proud of it. It is honest, 
will stand any possible test of examina- 
tion, is steadily growing, not by resort 
to sensational or doubtful methods but 
through good, square, hard work, legit- 
imate enterprise and the appreciation of 
both by the people of Brooklyn.” 

The wisdom of the Standard. Union’ s 
course will be made more apparent in 
the next few years to come. 

Once a publication breaks through the 
harrier of reserve and begins publishing 
its circulation figures greater efforts 
are going to be made to increase those 
figures—and they usually succeed. Not 


alone this, but the advertiser ultimate- 
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ly has wreneer confidence in such a pub- 
lication. He knows just what he is pay- 
ing for and is confident that he has not 
entered into a foolish contract that is 
absolutely blind to him and the opposite 
to the publisher. 

Reverse the conditions and ask the 
publisher to run ten thousand lines of 
space for which his price is, say, $1,500. 
Ask him to take a guarantee of half that 
sum—$750—and offer to pay the remain- 
der if at the end of the year your busi- 
ness warrants it, or shows a profit in his 
section. Most advertisers are well ac- 
quainted with the lofty scorn that would 
greet such a proposition. 

But is it so very much more “brassy” 
than to be compelled to say to Scott & 

owne, for instance: “‘We want your 
advertising, gentlemen. Our rate is 
twenty cents a line. Circulation? We 
never give out figures, you know, but 
we have so many more than any con- 
temporary that none of them are in the 
same class with us. And me too. 
Why we are given the double bull’s-eye 
in Bowell’s directory. We concede that 
we do not sell our service blindly, how- 
ever. We know exactly what we get-- 
twenty cents a line in legal tender, one 
hundred cents to the dollar, and pay- 
able monthly.” 

Why should not the advertiser re- 
spond: “Yes, the advantages are all on 
your side. Your paper has the double 
bull’s-eye and is currently thought to 
have anywhere from 30,000 to 40,000 cir- 
culation. If it had more I think you 
would endeavor to correct that impres- 
sion. Not having more I believe it has 
less. No, thank you—I am not buying 
bull’s-eyes and impressions to-day. I 
prefer to spend my money where I 
know what I am to get for it. One 
of your contemporaries offers to prove 
more than 20,0o00o—which is all the same 
directory you mention accords your pub- 
lication—and the rate is away below 
yours. If I buy there I know what I 
get for my money. You give me a val- 
uable pointer when you insist on being 
paid in full in cold cash—not cats, dogs 
or promises. I propose to do the same. 
You must deliver to_me all that my 
money will buy in Chicago, St. Paul, 
Minneapolis, Muncie, St. Louis, or any 
other city. The man who has nothing 
to conceal is always willing to display 
his merchandise. You compel me to dis- 
play mine when I buy space. Good day. 
Come back when you are willing to 
display yours.’ 

That would be a sensible reply. 

Within a year or two every circulation 
barrier in the United States could be 
shattered—bull’s-eyes or no bull’s-eyes— 
if advertisers insisted, with some de- 
gree of unanimity, on knowing how 
many potatoes are in the basket; how 
much circulation and service they are 
to get for their money. 

Now that the ice has been broken in 
Brooklyn suppose the Standard-Union 
should take still another step forward 
and produce reliable statistics covering 
several months’ time—and be followed 
by the Citizen, Times and Eagle? 


The article from the Advisor, 
reprinted above, startled the editor 
of the American Newspaper Direc- 
tory, who had never heard of a 
Brooklyn daily that was willing to 
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tell its circulation with anything 
approaching definjteness. He was 
conscious that the double “‘bull’s 
eye” mark said to indicate super- 
lative excellence had never been 
accorded to any Brooklyn daily 
other than the Eagle; while the 
writer in the Advisor seemed to 
have the Standard Union in mind; 
a paper of which the Directory 
editor had not, in recent years, 
been abie to gather information 
that would warrant the “C” rat- 
ing or even a “D,” or an “E” or 
an “F,” and to which he had long 
been according a “G” rating, which 
is interpreted to mean that the pa- 
per is believed to have printed an 
average issue of more than four 
thousand copies for a period of at 
least a full year preceding the date 
of publication of the Directory. 
Thinking that a new policy might 
have obtained in the office of the 
Standard Wnion, since the return 
of its publisher from Greenland 
and the Arctic Circle, he took 
measures to ascertain if in truth 
definite circulation figures were 
now obtainable at that office. He 
does not assert that he was sur- 
prised to find that they were not; 
but he is frank to admit that he 
has not yet seen any such. 


—__+or—__—_—— 
C, A. B. AND THE A.N. P. A. 


In a statement made to a PRINT- 
ERS’ INK reporter last February, after 
a suit brought against him by the S. 
C. Beckwith Agency, Charles Austin 
Bates said: 

‘* About January 1 I went to Mr. Bryant, of 
the American Newspaper Publishers’ Associa- 
tion, and asked him to go over the books and 
tabulate my assets and liabilities—if not as 
secretary of the Association, then as a friend. 
A schedule was prepared by him and certified 


under the seal of the Association. Mr. Bryant 
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has been my tower of strength in this trouble’ 
and deserves a bright crown and a more than 
usually tuneful harp. I owe the Brooklyn 
Times, of which he is publisher, and he has 
been at great pains to let other publishers 
know that he is not worrying about the ac- 
count. ‘I don’t even know what the amount 
is,’ he has said, ‘but I wish it were $5,000 
more, and Bates need not pay until he gets 
ready.’ ”’ 

On July 30 five judgments were ob- 
tained against Mr. Bates in the City 
Court of New York. These judg- 
ments aggregated $3,428, and were in 
favor of the American Newspaper 
Publishers’ Association on assigned 
claims from the Buffalo ews, Phila- 
delphia /nguirer, Indianapolis ews, 
Pittsburg Dispatch and Chicago Rec- 
ord-Herald. Toa New York Times 
reporter Mr. Bates said: “The judg- 
ments were obtained by trick in cases 
in litigation. My attorney has been 
instructed to appeal from them.” 

Mr. Bryant was recently seen by a 
PRINTERS’ INK reporter, who asked: 

“Do you think that Mr. Bates is 
solvent ?” 

“Solvent! Why, we’ve sued him 
and obtained judgments against him. 
If Mr. Bates has anything on earth 
we are going to get what is coming to 
us.” 


——_+o>_—_ 
MORE UNIVERSAL THAN SUB- 
STITUTION. 


Esculapius was dreaming peacefully 
ng a violent pull at the bell awakened 
im. 

“At last!” he thought, as he opened 
the door. “This is the fellow to tell 
me the news that I am named the 
‘Father of Medicine.’ ” 

“Please,” asked the voice from with- 
out, “let me have a two-cent stamp.”— 
New York Sun, 

cnn 

THE desire of the average advertiser, 
particularly the beginner, to get some- 
thing for nothing frequently results in 
using space whose only merit is cheap- 
ness; as a result, he finds himself pay- 
ing something for nothing.—Batten’s 
Wedge. 











AN ADVERTISING RECORD FOR APRIL. 
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The Evening Star, Washington, D. C., printed 
the above amount of advertising in twenty-six 


days—a gain of more than 


131 columns over 


the same month last year. 
4M. LEE STARKE, Manager General Advertising, 


Tribune Building, 
NEw YorK. 


Tribune Building, 
CHICAGO. 
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THE MAGAZINE 


“INSERT.” 





Those who watch current ad- 
vertising even casually are familiar 
with the excellent “inserts” that 
appear in the World’s Work. Most 
of these “inserts” are planned and 
written by Mr. Herbert S. Hous- 
ton, advertising manager of Coun- 
try Life in America and the 
World’s Work, and they are being 
developed along lines that will 
make them a_ distinctive form 
of publicity. The real father of 
the “insert” is said to be Frank 
Presbrey, who discovered in 1894 
that magazine ads need not be con- 
fined to a single page, and celebrat- 
ed his discovery by printing a four 
page North German Lloyd “insert” 
in the Century. This four page 
ad took the form of an illustrated 
article, and was so profitable that 
Mr. Presbrey followed with others, 
increasing them to eight and twelve 
pages, and finally printing the 
largest magazine ad ever publish- 
ed—a thirty-two page North Ger- 
man Lloyd “insert” in Harper’s 
for January, 1899, costing $8,000. 
[his method was followed because 
better results were obtained by oc- 
casional large ads in a single me- 
dium than could be secured by dis- 
tributing the same amount of ad- 
vertising through two dozen maga- 
zines. Mr. Houston, however, 
uses the “insert” as an auxiliary 
to extensive campaigns. 


“Our form of ‘insert’ is a further’ 


development of general publicity 
im newpapers, magazines and other 
mediums,” he said to a PRINTERS’ 
INK reporter. Save in exceptional 
cases the ‘insert’ can hardly be 
inade to take the place of display 
advertising. It merely  supple- 
ments general advertising and 
carries it further—gives more com- 
plete details about the business or 
commodity. Page ads in a dozen 
magazines tell only a part of the 


story. They have a general ef- 
fect in making the commodity 
known. A four, eight or twelve 


page illustrated advertising story 
in the Vorld’s Work tells the rest, 
gives the campaign a humanly in- 
teresting tone and reinforces all 
smaller ads. The World’s Work 
is peculiarly fitted for such articles 
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because of its scope and editorial 
policy. We record the world’s 
progress, and a live story about a 
modern business enterprise always 
has a special appeal for our read- 
ers, whether printed in the body of 
the magazine or in the advertis- 
ing pages. In the great massofmat- 
ter clipped from the magazine each 
month we find a large proportion 
of excerpts taken from these ad- 
vertising stories. Editors know 
that they are ads, undoubtedly, but 
reprint portions of them because 
they are interesting. In their prep- 
aration we use the methods fol- 
lowed in obtaining matter for the 
magazine itself. Human interest 
is first and foremost. Few busi- 
ness men can be persuaded that 
their commodities or plants are 
humanly interesting. Your toilet 
soap maker will become _inter- 
ested in photography or book- 
binding, but when you try to in- 
terest him in his own product he is 
likely to be skeptical. ‘O, I don’t 
think that you can find anything 
new to say about soap; it’s just 
boiled grease, you know—been the 
same ever since the beginning of 
time.’ For this reason we usually 
write and illustrate the ‘inserts’ be- 
fore submitting them. I’ve had 
training in the art of making facts 
interesting—been city editor on the 
Journal, of Sioux City, Iowa, and 
the Helena Journal, was telegraph 
editor on the Chicago Tribune 
three years, associated with the 
Rev. Sheldon in his edition of the 
Topeka Capital, and finally took up 
advertising under the late Joseph 
B. Rose, of the Royal Baking Pow- 
der Company. Human interest de- 
pends upon the manner of ‘play- 
ing up’ material—its point of view 
and the knowledge of what to 
put in and what to omit. The 
Heinz Company, at Pittsburg, 
were a bit doubtful as to the 
human interest of pickles and 
condiments. I went through their 
big plant with a guide, asked 
questions, dug into things, got a 
lot of facts and the philosophy of 
them, had some pictures made and 
wrote the six page article that ap- 
peared in our March issue. It was 
called ‘The World’s Greatest Kit- 
chen,’ and the title gives the key- 




















note to the article. Cleanliness, 
the astounding figures furnished by 
the different products, the Heinz 
spirit in dealing with employees 
and other material made a story 
that could easily have been extend- 
ed to fifty pages. Then we had 
a Lifebuoy Soap story in the May 
issue, as well as a twelve page ‘in- 
sert’ for the Fore River Ship 
Yards. In the first we treated the 
sanitary side of Lifebuoy, show- 
ing the dangers of infection in 
everyday life and illustrating the 
article with views of crowded cars, 
the bridge crush and the garbage 
dumps. In the other story we had 
exceptional picture material to 
draw upon, for the Fore River 
Yards have turned out some not- 
able battle ships and other craft. 
These two ‘inserts’ appeared when 
display advertising was being used 
lavishly for both firms, and they 
attracted wide attention. Every 
reader of papers and magazines 
knew something about Lifebuoy 
and the Fore River Yards. Here 
was more detailed information. 
And that is the principle of the 
‘insert.’ 

“The ‘insert’ can be utilized in 
cther ways. We furnish advertis- 
ers with duplicate plates and they 
print extra copies for distribution 
by mail through dealers. The 
authority of the World’s Work 
gives great weight. The Lifebuoy 
‘insert? was sent broadcast. Mr. 
Binner mailed a thousand copies 
to boards of health in various parts 
of the country. In our Pan-Amer- 
ican issue last year we printed 
forty pages of matter about the 
Tiffany, Gorham and Sloane ex- 
hibits, and it was matter of inter- 
est to people of the most thorough 
culture, for it dealt with the art 
of our big country. The ‘insert’ 
is a medium for reaching people of 
more than average intelligence, I 
should say. It is nearer literature 
than advertising, though there can 
be no doubt of its advertising value 
when it is supplemented by other 
publicity. Practically all of the 
‘inserts’ that we have printed in 
the past year could have been pub- 
lished in the body of the World’s 
Work, and would have been read 
as purely descriptive articles. I 
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don’t believe that they would have 
been any more widely read, though. 
This wonderful industrial age of 
ours is producing interesting 
stories daily. People like to read 
about the great and little things 
that are being done. Few readers 
have time to go and see things for 
themselves, and would hardly see 
as much as the trained observer 
if they had. The World’s Work 
has been successful because it goes 
around and sees things for its 
readers, and its ‘inserts’ are suc- 
cessful for the same reason. 

“Without intent to disparage 
others’ good work I think I am 
safe in saying that we are in 
the forefront in this new de- 
velopment. Here is an ‘insert’ 
running in several magazines this 
month. It is full of vitally inter- 
esting facts, well handled, but the 
writer has made the error of men- 
tioning his commodity in the first 
paragraph. Now, readers will at- 
tend tc all he has to say about 
that commodity if he tells them 
something worth while, but they 
are likely to sheer off when they 
see the name at first glance, saying 
‘O, this is an ad.” You must catch 
your reader in the first dozen lines, 
or you will not get him at all. If 
he is interested he will read the 
whole article—doesn’t care about 
the advertising part so long as he 
is entertained and instructed. The 
first paragraph must be strong, 
therefore. Readers judge magazine 
articles and stories in the same 
way, and if a book doesn’t interest 
them in the first chapter they will 
usually abandon it. Another vital 
point is that of chapters. Matter 
should be cut up into short bits, 
each furnished with a head that 
gives a clue to its contents. And, 
above all things, the pictures must 
be abundant enough and clear 
enough to tell the story to the man 
who won’t take time to read the 
text.” 

——~+on——_—_ 

TELL SOMETHING DEFINITE. 

The Spokane Chamber of Commerce 
has adopted the plan of wrapping the 


fruit which it distributes in advertising 


wrappers. They give the fruit yield of 


the State, the land open to settlement 
and other interesting details, along with 
the name of_the grower who contributed 
the fruit.—Pacific Coast Advertising. 
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SOME TRULY GOOD NEWS- 
PAPERS. 


Printers’ INK has been per- 
mitted to peruse the following let- 
ters to the publishers of the Amer- 
ican Newspaper Directory. They 
contain information that is interest- 
ing. 

THE “ora £7? FURNISH- 


New York, July 17, 1902. 
Messrs. George P. Rowell & Co.: 

We respectfully submit to you the 
following argument concerning our claim 
to the “bull’s eye gold marks” of the 
American Newspaper Directory. 

In 1894 the circulation of the 
Clothier and Furnisher was 2,500 cop- 
ies. At the present time our run is over 
6,500, and our paid subscription list is 
eteay 6,000. We will be com- 
pelled to run 8,oom copies at the end 
of this year, and-&ope to obtain at 
least 7,500 paid subscriptions. In solic- 
iting subscriptions we confine ourselves 
to a selected list, which is revised every 
six months. This list includes only 
dealers in clothing and furnishings hav- 
ing a rating of $5,000 and upwards. This 
list shows 8,917 dealers in the United 
States having this rating. Retailers hav- 
ing a rating upwards of 2,000 number 
between 13,000 and 14,000. The claim 
we submit to you is that we are working 
and have been working on this list of 
8,917 names, and a very large majority 
of the names on your subscription list 
are also on this list of ratings of $5,000. 
We know of no other paper in our line 
making this distinction regarding the 
class of retailers solicited for subscrip- 
tions. In considering our claim we 
know that you will not be at all in- 
fluenced by the fact that the Clothier 
and Furnisher was the first one to pub- 
lish _postoffite receipts. A copy of this 
receipt is mailed to advertisers each 
month with their bills. Even be your 
decision adverse to us, we shall retain 
our high regard for the American News- 
paper Directory and Printers’ InkK— 
we would not be without them for 
triple the price. 

Very respectfully yours, 
Tue Geo. N. Lowrey Co. 


ST. LOUIS “GLOBE-DEMOCRAT.” 
New York, July 23, 1902. 
Messrs. George P. Rowell & Co.: 

The publishers of the Globe-Democrat 
call my attention to the fact that you 
have omitted from the American News- 
paper Directory for 1902 the circulation 
of the Sunday Globe-Democrat, although 
sworn statement of same was sent you 
on the same blank with the weekly 
Globe-Democrat, as you will see from the 
duplicates inclosed* herewith. Inquiry 
at your office brings out the fact that 
the Sunday circulation was omitted be- 
cause the Sunday was included in the 
daily statement, the net result of which 
you published. Regarding this, I wish 
to explain that the Globe-Democrat in- 
cludes the Sunday in its daily statement 
because advertisers have the privilege of 
the Sunday in conjunction with the 
daily at the daily rate, and it is there- 


fore, fair to include the Sunday in arriv- 
ing at the daily average circulation, 
which the daily advertising rate secures. 
When an advertiser, however, wishes to 
use the Sunday alone, there is a separate 
specified price for Sunday, and it is of 
interest to advertisers to know just how 
much circulation they will get in the 
Sunday for this price. It does not 
seem consistent with your desire to give 
all possible information regarding cir- 
culations to omit from your records the 
circulation of so important an edition of 
the paper as the Sunday Globe-Demo- 
crat, and I trust in the forthcoming 
book you will see your way clear to mak- 
ing the desired correction. The pub- 
lishers of the Globe-Democrat also wish 
to know why it is that the Globe-Demo- 
crat is not accorded the “‘bull’s eye gold 
mark,” as:in their opinion the Globe- 
Democrat has every quality which this 
mark is intended to typify. The Globe- 
Democrat, without regard to the quanti- 
ty of its circulation, is the first choice 
of all of the better class of adver- 
tisers, and for such special lines as fi- 
nancial, steamships, hotels and summer 
resorts, books and new publications, is 
always the paper selected, and carries 
moreover, more of such matter than ali 
other papers in St. Louis put together. It 
is the recognized medium for want ad- 
vertising, and where one paper in this 
city is selected, unless the mere matter 
of circulation is the only consideration, 
the Globe-Democrat is sure to be the pa- 
per used by the advertiser. It occurs 
to me that it may possibly have been 
an oversight on your part not to have ac- 
corded this mark to the Globe-Democrat 
already, and that you will be willing 
to do so in the future, even without 
considering any arguments I might offer. 
If, however, there is any information I 
can give which would aid you in con- 
sidering the merits of the Globe-Demo- 
crat, I trust you will let me know. I 
should be glad to hear from you re- 
garding the two matters touched upon 
herein, and trust you may decide that 
the claims made by the publisher of the 
Globe-Democrat are fair and just in 
both instances. Very truly yours, 
F. Sr. J. Sicuanes. 


ST. PAUL “PIONEER PRESS.” 
St. Paut, Minn., Aug. 7, 1902. 
Geo. P, Rowell & Co.: 

Inclosed find check for $12.57 for 
Publisher’s Announcement to be printed 
in the October issue of your directory. 
In my letter inclosing the order I asked 
you what would be necessary to have 
the Pioneer Press included in the list 
of papers denoted by a circle, denomi- 
nating those papers that are valued more 
for their quality of circulation than 
for quantity. It seems to me that this 
is peculiarly applicable to the Pioneer 
Press and I should be glad to have that 
designation if it can be secured. 

Conpe Hamitn, Gen’l Mgr. 


MEMPHIS “COMMERCIAL AP- 
PEAL.” 


Mempuis, Tenn., Aug. 19, 1902. 
Publishers of American Newspaper Di- 
rectory: 
We note in the Directory that you 
have some of the Southern papers cred- 
ited with chemists’ symbolical signs of 








gold. This is on account, as you state, 
of the quality of circulation. We know 
that you intend to be fair with all pub- 
lishers, and would not do any one inten- 
tional injustice; but we believe in this 
instance we have suffered by compari- 
son. We believe that we have more cir- 
culation than either of the papers re- 
ferred to, and we have a quality of cir- 
culation second to no paper in the 
South. We have one subscriber to 
every three and one-half population in 
the city of Memphis. Of course when 
we make this statement, we must take 
into consideration that the large pop- 
ulation of the negroes are non-readers 
to a large extent. We have only about 
1,500 negroes in the city who subscribe 
for our paper. The Commercial Appeal 
is read by all classes in the city of 
Memphis, and we do not believe that any 
paper could have a_ better questy of 
circulation than has the Commercial Ap- 
peal. The Commercial Appeal was es- 
tablished over sixty years ago, and is 
now read by the grandchildren of the 
original readers. 

e have both quantity and quality of 
circulation, and would like you to con- 
sider this at the proper time. 

Yours truly, 
Commercial Appeal, 
J. W. Hay, Business Mgr. 


MARYVILLE, MO., “TRIBUNE.” 
Maryvitxe, Mo., August 20, 1902. 
Publishers of American Newspaper Di- 
rectory: 

The Maryville weekly Tribune makes 
claim to the “‘bull’s eye gold mark” rat- 
ing in the American Newspaper Direc- 
tory on the grounds that every reason 
mentioned in the inclosed list is sub- 
stantiated by facts and figures. Should 
there be any doubts concerning these 
statements, evidence can and will be 
shown that they are absolutely correct. 
For several years the Tribune has claim- 
ed many — for itself and in open 
competition; the greatest papers in the 
country have attempted to wrest the 
laurels accorded it for themselves, but in 
every instance have failed. Of all the 
really good papers in America, of the 
Tribune class, there must be one that 
is better than any other. This one pa- 
per would naturally stand “head and 
shoulders” above all others in its field. 
and this paper should be sought and 
valued by advertisers as a medium to 
advertise their wares. This particular 
paper is the Maryville weekly Tribune, 
greatest of its class in the world, valued 
as such at home. ’ 

First of all, the Tribune claims to 
be the greatest of all country weeklies 
in the world. his claim has been 
given much publicity. through the 
trade papers and the Tribune’s own col- 
umns, and many publishers have sub- 
mitted copies of their papers, attempting 
to disprove the claim of the Tribune, 
but have in every instance failed, so de- 
cided by disinterested judges. 

The Tribune’s circulation is confined 
almost exclusively to Nodaway, the rich- 
est county in the great corn belt. The 
grouteeee of the county is over 32,000, 
‘our-fifths of which read the Tribune 
every week. The circulation books are 
open for inspection every day, and show 
that there are over 5,300 on the list and 
of that number ninety per cent are paid 
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in advance. A paper with its circulation 
books showing ninety per cent of its 
subscription list paid in advance shows 
either strenuous business tact or 
quality. The Tribune employs no 
circulation collectors, which would indi- 
cate that the quality of the /ribune 
readers is above the average. 

'f an advertiser wants to reach the 
thrifty class of buyers of Nodaway 
County, the only way is through the 
colunms of the Tribune. 

The Tribune’s superiority over all 
other papers of its class and quality of 
readers—and a goodly measure of them 
too—should have at least something more 
than an ordinary rating accorded to 
other papers. We hope that you will 
see fit to make it a bull’s eye gold mark 
paper, a distinction that is Pig 4 due 
it. McJIMsey Wray. 


The “Tribune,” Maryville, Missouri. 
Bull’s eye gold marks, claim for. 

The Maryville weekly Tribune is the 
greatest of all weeklies in the world in 
the following: ‘rculation, news edi- 
torials, make »y pography. 

Circulatio:, .» equal to the circulation 
of all other’ ‘odaway County papers. 

Field is confined almost exclusively to 
Nodaway, the richest county in the 
great corn belt, so accorded by the 
census reports of the agricultural sec- 
tion, 

_ Circulation books are open for inspec- 
tion any day in the year. 

Circulation shows an average for the 
month of July of more than 5,300, and 
for the six months ending July 1, 4,709. 

Ninety per cent of the subscribers are 
paid in_advance. 

The Tribune reaches and is read each 
week by more than four-fifths of the peo- 
ple of Nodaway County, its legitimate 
territory. 

Advertisers pay from two or three 
times for advertising in the Tribune 
more than in any other paper in the 
county and do it cheerfully. 

The advertising space used in the 
Tribune each week will almost equal 
the entire amount used in all other 
Maryville papers. 


The Directory editor, comment- 
ing on the letters printed above, 
says: The coveted “gold marks” 
constitute a reason or an excuse 
for a higher charge for advertising 
service than the nymber of copies 
printed would entitle the paper to 
receive and are not, in all cases, 
to be particulariy desired. Of late 
there has arisen an active interest 
on the part of publishers in secur- 
ing these marks. In all cases, 
when such application is made, the 
publisher is invited to specify his 
reasons for believing himself en- 
titled to them and if he makes out 
a case they are accorded. If he 
fails to make out a case (even 
although he may have come very 
near it), the marks are not accord- 
ed. The publishers of the Direc- 
tory do not find it advisable to en- 





























































18 


ter into correspondence with a 
newspaper on the subject, because 
to refuse to accord what is asked 
seems ungracious. The Directory 
editor says he had not been able 
to award the coveted marks to the 
Clothier and Furnisher. The truth 
of the statements made was not 
wholly discredited on account of 
being signed with a typewriter and, 
therefore, giving no clue to the 
personality of the writer; but, ad- 
mitting their accuracy, it was not 
shown that in comparison with 
some other competing journals, 
this paper, excellent though it be, 
would finally appear the one to 
which the distinction of superior 
excellence would be awarded. If 
the St. Louis Globe-Democrat 
should lose half its circulation and 
make no reduction in its advertis- 
ing rates, its quality would, with- 
out doubt, entitle it to the “gold 
marks.” Perhaps it ought to have 
them anyway for it is really a pa- 
per of superior merit, compar- 
ing in this respect with the Wash- 
ington Star, to which these marks 
have long been accorded. On the 
whole, however, it was not decided 
to accede to the Globe-Democrat’s 
request just now. In the matter of 
circulation rating, the custom is es- 
tablished of allowing a paper to 
state its daily issue, including or 
excluding its Sunday issue, as it 
may prefer, but when the Sunday 
issue is counted with the daily it 
is not found wise to re-state it sep- 
arately. The Memphis Commer- 
cial Appeal does not appear to so 
much desire the distinguishing 
marks for itself as to register a 
mild protest at their being accord- 
ed to a few other Southern jour- 
nals. In the last case, that of the 
Maryville Tribune, the Directory 
editor is inclined to think “goid 
marks” would be totally inadequate 
to express so much excellence as 
Messrs. McJimsey & Wray think 
they condense into their remark- 
able Missouri hebdomadal. 





HOLDS GOOD IN ADVERTISING. 


The human race is divided into two 
classes—those who go ahead and do 
something, and those who sit still and 
inquire why wasn’t it done the other 
way.—Oliver W. Holmes. 

—_——__+—>— 

Tt is slow work building up, but when 
you reach a solid footing you are usually 
there to stay.—The Advisor. 





PRINTERS’ INK. 


LAST WEEK OF THE 1902 
COMPETITION. 


The Printers’ INK 1902 ad com- 
petition closes to-day, September 
24, 1902, at 6 p, m., after extend- 
ing over a period of thirty-eight 
consecutive weeks. Entries _re- 
ceived after the time stipulated 
cannot be considered. Account 
and choice of the thirty-eighth or 
last week of the contest will be 
published in Printers’ INK of 
October 8, 1902. Directly after 
this date the labor of final revision 
of the contest will begin in accord- 
ance with the original conditions 
of the contest viz. : 

Whenever it is thought that the com- 
petition has proceeded far enough, and 
in any event not later than in Decem- 
ber, 1902, there will be published in 
PRINTERS’ INK the names and addresses 
of every adsmith who has been so for- 
tunate as to produce an advertisement 
that has been thought superior to any 
other sent in during any single weck, 
and from among these there shall be 
chosen the twelve whose advertisements 
are thought to be superior to each and 
all of the others submitted, and there- 
upon the twelve will be asked to supply 
each a photograph of himself, from 
which it will be possible for the Little 
Schoolmaster to have made halftone por- 
traits for reproduction in Printers’ JNK. 
and on the week following there will 
be reproduced reduced facsimiles of the 
twelve advertisements thought most de- 
serving, and from among the _ twelve 
three will be selected, those which are 
thought more deserving than either of 
the other nine, and to the constructors 
of these three will be paid over cash 
prizes as follows: 

$100 to the adsmith who produced the 
ad that is deemed the best of all. 


$50 to the adsmith who produced the 
ad that is second in merit. 


$25 to the adsmith who produced the 
ad that is third in merit. 


Of the twelve papers or periodicals in 
which these best twelve advertisements 
appeared, the six that are credited with 
the largest circulation in the latest issue 
of the American Newspaper Directory 
shall be entitled to the free inseri‘on 
of a full-page advertisement in Print- 
ERS’ INK, for which the net cash price 
is one hundred dollars, said page adver- 
tising to be used when wanted within 
six months after the awards have been 
announced. 





Never mind the hair-splitting advice 
of the know-it-alls—iust tell your story 
in plain, unvarnished language, even if 
yeu do it in monosyllables.—The Ad- 
visor. 





~o>—__—— 

In adwriting, as in everything else, 
there is one most important thing—the 
genius covers it and most of the other 
points, while the freak lays such stress 
on an unimportant detail that you never 
see the point.—White’s Sayings. 
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E The Owl Cuts * 


‘i Than Ever 


“Here is a new set of patent medicine prices that_ will make every druggist in 
San Francisco throw up his hands—they wonder ‘how we can afford to do it 
or ten years our failure has been potions ty the small druggists every- 
y whee, and still we thrive, and still we" grow. 
i The Owl has been contemplating this move for some weeks, and we set a pace 
1% in ——— to-day that will be very difficult for others to follow. 
rem. ible success and wtb of our Oaklihd, Los Angeles and Sacramento branches have 
doubled our baying capacity, hick almost doubles our discounts in purchasing in large quantities, and 
we have decided to give this saving to our customers,and jt is a saving well worth everyone's attention 


N Peruna, 60c per bottle ( 
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> LThe Owl Drug * 


fa PRICE CUTTER’S AD THAT TELLS ASTORY. FROM THE SAN FRANCISCO“ BULLETIN.” 
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RAILROAD ADVERTISING AND second place, to the | that the gen- 


AMERICAN LOCOMOTIVES. eral passenger agents of the American 
ae railways have, through their advertising, 


The demand for American locomotives made the marvelous results accomplished 


from all parts of the world is attribut- by our locomotives household words in 
able, in the first place, to the superior ecver~ country on the globe.—George 
quality of our machinery, and in the 1/7. Daniels, 











NOTES. 


A neat folder comes from the Martin- 
penton & Shoaff Carpet Co., Denver, 
Co 


“Suort Talks on Good Printing” “9 


concise, artistic booklet from 
McNeil, Carey, Ohio. 
An extremely well written booklet 


comes from Minnis & Curtis, retail 
pharmacists, Denton, Texas. 
“H1tcu your Wagon to a Star” is a 


tasteful folder containing advertising 
facts about the Star, Toronto, Ont. 


Tue Record, Canon City, Col., issues 
a neat folder inviting readers to come 
in and see its new Simplex typesetting 
machine. 


“We make you look like somebody” 
is the catch phrase used by the Holler 
Photographic Studio, 984 Broadway, 
Brooklyn. 


Tue Reno School of Shorthand, Type- 
writing and Penmanship, Pittsburg, out- 
lines its various courses in a handsome- 
ly printed brochure. 


“Tue Better Advertising” is a booklet 
of thoroughly attractive and_ original 
advertising aneeiow from Calkins & 
Holden, 1135 Broadway, New York. 


Mr. W. H. Gannett, of Augusta, 
Me., proprietor and publisher of the well 
known and successful monthly, Com- 
fort, has been elected a member of the 
State Legislature. 


G. H. Lucsptn & Co., Minneapolis, 
show fur styles for the coming winter 
in an extremely tasteful, well illustrated 
booklet, printed by the Tribune Print- 
ing Co., of the same city. 


THE American Home is dead—circula- 
tion, as the flag went down, 150,000 per 
issue. The man_ responsible for that 
circulation lie will not be long out of 
a job—many publishers in New York are 
tal J for his services —Book and 

ews Dealer. 


A HANDsoME booklet in red, yellow 
and gold describes the Sorge-Cochrane 
method of preventing scale in boilers. 
It is sent out by the Harrison Safety 
Boiler Works, Philadelphia. A smaller 
brochure shows the application of the 
method to collieries. 


Crystat Domino Svucar, packed in 
neat cartoons by Havemeyers & Elder, 
117 Wall street, New York, is adver- 
tised by means of a set of dominos 
aernet upon a sheet of heavy card- 
boar dominos and idea are much 
better than the verse upon the back of 
each piece. 


Frank Tovusey, founder of Judge, 
died “+ gee September 7, in New 
York Cit e was born in Brooklyn in 
1853 pF in the publishing busi- 
ness in 1872 with Norman L. Munro 
& Co. In 1877 he went into business 
under the firm name of Tousey & Small 
at 34 North Moore street. The firm was 
dissolved in 1878, and he continued 
business in his own name. In 1882 he 
made an assignment. The business was 
carried on for the benefit of the credi- 
tors, and all debts were soon paid. 
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IN HIS BUSINESS. 


“Are you interested in literature?” 
said the young woman. : 
“I should say I am,” replied the 


bustling person. “I always did say that 
a great deal depends on the way an idea 
is expressed. But at the same time 
literature is no good unless the article 
you’re boom ming, gives satisfaction after 
A is purchased.”—Washington Star. 


—t+or—__—_—_ 
Classified Advertisements. 


Advertisements under this head two linesor more, 
without d Nay, 25centsaline. Must be 
handed in one week in advance. 
WANTS. 


Tas TIMES- Demon as, astatte, N.C., leads 
semi-weeklies in th: 


HE CHARLOTTE NEWS i all the list of 
afternoon papers in Nort in North Carolina. 


NEw way to roll inrichesat home. Plan 1 
or circular free. B-B’s, e. B-B's, 104, M Sunapee N. “a 


~ 14 job printin printing press in 


der wanted —— 7xil, “ MERIT, Bethie- 
hem, Pa, 
A N able, en ic saa economical business 
manager be at liberty October 1, Ad- 
pe ” Printers’ Ink. ’ Ink. 


M° han 200,000 copies copies of the morning edi- 
Ss the World are sold in Greater New 
York every day. Beats any two other papers. 


rienced salesman of 


— 
solicitor, for rey segeene Mf . pa = or 
pens ROE for New England Jaated Address 


E, care Printers’ 
WASTED Seven 7 reliab] 
yi ——t. ” ws 
pact new bo: x 70% @ Mf the press. A 
jan is given wi the contrast. 


GEO. 
W. WA Wage SE , Author and Publisher, Mid- 
dleburgh, Pa. 


ANTED—' 
em Re 


e — | order con- 
d Practice of 


W ANTED_By ractical prin newspa- 
rmana pin pa: Pe AN aes. 
Beceni ly resigned from ane aioe nt 
e, Wi n, D. .. 
agree. Young, sober ‘and hustler. Pp. O. Bo 
St. Mary’s, 


NEW non +f new and ori; ideas for 
mac hinery ad 2, of liberal and liter- 


ary education, obtained ath at home and rena, ,able 





to draw designs ani , see! 

as adwriter with mechanical paper or maskinery 
firm. Sam) les of work on request. er, 
“NEW. ” care Printers’ Ink. 


NVASSER wanted to sell Printers’ 
Bo for advertisere—pubtished week: 

at five dollarsayear. It teaches the scien 

= x of of Adverts , and is highly 
successful advertisers in this coun- 
tey ray 3 Britain. Liberal ee nm al- 
lowed. Address P’ y INK, No. 10 Spruce 
St., New York. 


VW [ SuSE —Seeey advertisement writer to se- 

cure a copy of our book of ready-made 
advertisements, veritable mine of su; 
y P rases. mtains over 

es of effective ads. Invaluable 

rok a thought stimulator for advertisement writ- 

Sent posteete on receipt of price, $1. Ad- 

dress GEO! GE P. ROWELL & CO., 10 Spruce St., 





CAPS. 


ANBURY HAT CO., N. Y. 
Caps quick—any ad embroidered on. 


——\$_+o+—_—_—_—— 
ADVERTISING AGENTS. 





can wake up the public to fit. 
Boss ADVE TIBI CO., Auburn, N. Y. 
TO TET. 


o Bary sinees at No. 10 2 >. St. 
$600. $500. respective! 
to Gro. pOROWELL & CO. owners, on 
premises. 








UNIFORM CAPS. 


STIMATES and sa ot samples promptly furnished. 
DANBURY HAT 22 Desbrosses St., N. Y. 








MAILING mA CHINES. 


r -— a MATCHLESS << lightest and 
kest. Price $12. . J. VALE ENTINE, 
Mfr., 7s Vermont 8t., Battalo. N.Y. 


—————_+~@~>—_—_—_——_ 
PRESS CLIPPINGS. 
Manse ety PRESS CLIPPING BUREAU, 
. Prop., 2 West 14th St., New 
York. Clippings of all adys. and items of inter- 
est to the t 


—_ Senne 
STEREOTYPE O OUTFITS. 


OLD Simplex stereotypin, tage $13.50 up. 
Two engraving methods, with material, 
ex. en wer circular saw, al! iron, 
RY KAHRS, 240 E. 33d 8t., New York. 


CALENDARS. 
OST artistic line of advertisi calendars 
ever offered. Write for price list. 
BASSETT & SUTPHIN, 
‘Beekman St., New York City. 


—_———or— 
MULTIPLATE PROCESS PRINTING. 


5,000 LETTER HEADS on a fine linen paper 
for$8. Send forsamples. Other good 
220! just as cheap. & ZUGA a 
Printers and Paper Dealers, 88 Gold St., N. Y. City. 
——_~>>—__—_. 


SUPPLIES. 
7 D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more mag- 
—_ cut inks than any other ink house in the 


Special prices to cash buyers. 





BONDS AND STOCK CERTIFICATES. 


WE earry in stock Bonds and Stock Certifi- 
partly completed,which may be finish- 
edina shore th one and at low yx: Send for sam- 
ples. B. KING 
William’ 8t., ee York. 
aamnentensii Gime 


PRINTERS’ MACHINERY. 


E BUY, SELL OR EXCHANGE 
Printers’ machinery, material and supplies. 





Fd from all foundries. 
mates cheerfully furnished. 
Quality a lity abov ve Toe 
INNER, FENDLER & CO., N. Y. City. 
a ae 
PREMIUMS, 
Resse goods are trade builders. Thou- 
sands of su; ive premiums suitable for 
ublishers and others from the foremost manu- 
Poctari and wholesale dealers in jewelry and 
kindred lines.  500-puge list wie catalogue 
free. 8. F. MYERS CO., 48-50-52 Maiden Lane, N.Y. 





ADDRESSES FOR SALE. 


Cre Any quantity of any class. 
U.S. MAILING & ADVG. CO ,INC.,Cleveland. 


DDRESSES of 2,000 2,000 farmers and village resi- 








dents—1902—heads of families—Middle West. 
Readable form. 000 ; 25c. for 200. Every 
name reliable. Lis E, Tiffin, Ohio. 


SE. aS a 
ADDRESSES. 


1 00 SELEC’D names, choice list, any class, 
9 $4. COL. ADVERTISER, Denver, Col. 
$2. 5 BUYS 1,000 selected names prosperous 
farmers. Every one bought goods 
from us in past six months. List never sold be- 
fore. Guaranteed. MON MFG. CO., Bloomfield, 


N. J. 
»20 roe $5. Namesand addresses of resi- 
mt prosperous farmers in the State 
of , ath All heads of families, compiled 
in July and August of this year Moa > — 


pe- 
in convenient ‘oo on WE. 
, Coleman Block, Seattle. 





pee? a or Co. Every name gua’ 
BRYANT. Roo 
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HALF-TONES. 
GEND us an order for newspaper half-tone. Or 
we 


illustrate, send us the photo- 
our job department. We will 
STANDARD ENGRAVING CO., 


if you don’t 
engraving from 
lease you. TH 
1 Ann 8t., N. 
75 ®C. NEWSPAPER HALF-TONES. 
Single col. 60 or 85 line news ~ oe half 
oz mounted, and delivered free sh is 
sent with order. KNOXVILLE ENGRAVING 
CO., Knoxville, Tenn. 


lh ote 
ADVERTISING NOVELTIES. 
D=E= CLOCES, bronze letter openers, 6 = 
sonia, 





mometers, ete. H. D. HELPS, An 
OR the pw of inviting sonata 
of Advert - Novelties like 


ely to benefit 
reader as well as ‘advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


wou you pay one cent to have your asve, 
before a man for six months or more 
Send 2c. fora nme ct ou out Pocket Wallet (4x7 My 
and “ size it up UIS K & SON, Printers, 
v and Chestnut, Philadel hiladelphia. 


spoons, ager box openers, etc. v'g 
Mem seller at resorts. "Ba one 

po’n souvenir, 15c. Booklet for aski WICK 
HATHAWAY'S GONCERN, Box 100, mn, U. 


FOR SALE. 


So Ohio for sale; cl 
TER year. sae id field. Ldaress 
“ WEEKLY,” Ey Box 204, Canton, O. 
HE CHARLOTTE NEWS and TIMES-DEMO- 
CRAT have the est circulations in the 
best city and county in North Carolina. 


OU can buy space in the Charlotte NEWS at 
reasonable rates. It carries more advertis- 
ing than any other North North Carol ‘ina daily. 


OR SALE--Old-established monthiy house- 
hold paoation. national circulation. Price, 
$3,000. Terms to suit. Or would soll half or 
three-fourths interest to mane ee} and capable 
= ese mS entire managem A good prop- 

a bargain. “A. P.,” 13 Michigan Ave., 


week’ 


Chicago. 
VERY samme of PRINTERS’ INK is religiously 
y many newspaper men and printers, 


read b: 
as well as by advertisers. If you want to buya 


paper, or to sell a paper, or or ink, the thi: 
to do is toannounce your desire in a ” classi 
advertisement in 4 The cost is but 


As a rule, one insertion will do 
PRINTERS’ LNKE, 10 Spruce 


25 cents a line. 
the business. Ad 
8t., New York. 


PRINTERS. 


5, 000% NOTEHFADS, $4. Good pay paper, good 
rinting. Send uae se with 
onder. JOHN FAWG ETT, Printer, WAM, 

F ze u are not satisfied where you are, try us. 

We do all kinds of book and non r 
printing pone ly and satisfactorily TON 
y CO., 15 Vandewater S8t., New York. 
5,0 00 LETTER muape, fine linen paper, 

$7.50. Way first order only, for 
. Get our cos for other pre 
SEBERT . KING & CO., 105 con 105 William 8 
SMALL SPACE WELL t WELL USED. 

How often you hear men gg 4 say : “Now 
there's a small — well used. It stands right 
Op of ts aed ge - 

e bo! arrangement caug! 
the eye fi typo -- small ad stand out more 
prominently than one twice its size, but not so 
well displayed. 

One of the things we particularly pride our- 
selves on, is this ability for setting advertise- 
ments that are bound to be seen, no matter what 
position they occupy in the paper. Your local 
apn probably has not “ ~ - pment for doing 

his tha: ve. probably he doesn’t know 


how pana as we do. 

We furnish electro’ 8 too, if 
This is only one of t — we 
ers—the printing of catal pas, Boe 

lars are some of the other t 
hem stand out oft e crowd too. 
PRINTE 


We make t 
cRS’ INK PRESS 
10 Spruce 8t., New York. 


‘ou like. 
© for advertis- 
booklets, circu- 








22 


RINTED matter telli 
THE SHAW-WALKE. 


all about them free. 
CO., Muskegon, Mich, 





BOOKS. 


K PARTMENT STORE DIRECTOR 
$1 postpaid. 253 253 Broadway, i York. 
rPRADs PRESS LIST, Boston, advertising rates 
are low, when results are desired, for all 
great business centers are reached. 


USY BUSINESS MEN should secure at once a 
y of “ Theory and Practice of Advertis- 
a book just off the press. It is a veritable 
ON to every writer. Fifty lessons, 
clear, concise and to the point. Order it sone: 
Mailed on receipt of 75 — GEO, W. WAGE. 
SELLER, A. M., Middle’ idleburgh, Pa. 


AKING A COUNTRY NEWSPAPER—Text- 


book for mowapaper ers. Worth its 
weight in gold in practical  nypeoeengen Subjects 
~— t the e man, field, P r, news, head- 
circulation, ‘advert: dain ly, law ; how to 

e a newsierand paper ; how to 
get news, sdvertising, carobintios. © book like 
it. Saves time, jesvens Bot i money. ~ 
dorsed by Bound in 





mé€n. 
om. $1 pos' xe THE | MINION COMPANY, 


BADY-MADE ADVERTISEMENTS Messrs. 

ll & Go. 10 Sp wrase 8t., New 

York, send the Caveat a handsom fe W-page book 
entitled “ ay “Made" Advertisements.”” The 
book con ides other valuable informa- 
— ccamples and ree of agverene: ok al- 
eve! ers 

who write their o wn advertion ments “this little 
work will be found invaluable. The price is only 


upon re- 
— P. ROWELL &CO., 10 





to 
ADVERTISING MEDIA, 


MORERS MEXICO covers covers Mexico thoroughly. 
New York Office, 116 Nassau St. 
T ARDWARE DEALERS’ MAGAZINE. 
Sample copy 10 cents, New York City. 
ACKBONE, 8t. Paul, Minn., Prohibition 
monthly ; 25, ,000. 9 cents 9 cents a line a time. 


y- 5 CENTS per inch per doy: r eri cinlay Ny 


40% WORDS, 5 times, % cents. DAILY —- 
PRISE, Brockton, Mass. yo on 8,000, 


PULATION, ci kton, 
The Brockton ENTERPRISE aaa he aity. 
ee igge Helga Victoria, B. C. ee 
Best adv vertising medium in Bri 
Columbia. 


81 Fees 





of Broc 


r week in 7.500 SEARCH- 
. MASON, Manager, 309 W. 2d, 
. . 
mt the best Southern farmers by planting 
your adsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line. 
NY person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one one year. 


EARCHLIGHT, Little Rock, Ark. Sworn cir- 
culation 7,500. Sub., $1. ’Ad rate 10c. non- 
vbiberal discounts. J, E. 


EPUBLICAN AND HERALD (yinone) has the 
largest circulation of any daily in Minnesota 
outside of the - Twin Cities and Duluth, Covers 
thoroughly. 
DVERTISERS’ GUIDE, | Bowmartest, N. J.— 
oa. 5,000. Mail ed_ postpaid one 
| rate 10c. nonpareil li Close 





Sean” *A°; request will bring sample. 
NLY go r line for each insertion in entire 
list of 100 country papers, ie mostly in 


and Pennsylvania. 
UNION PRINTING CO., 15 Vs 5 Vandewater St., N. Y. 


DVERTISING in 100 or 1,400 weekly papers of 
the Central West. Send for book- 


let aoe abos — and containing other - 
CAGO NEWSP. 
Spruce St., New Yo rk, 


'APER UNION. 





PRINTERS’ INK. 
FOLLOW-UP SYSTEMS. 


COIN CARDS. 
gS COIN MAILERS, Beverly, Mass. Sam- 
free. $1.60 per M in large lots. 
raR 1,000. Less for more; any printi 
s BE COIN WRAPPER CO., Detroit, Mick: 
om CARDS, for mailing coin, kept in stock 
Ce po Cag 


made free, 
ALBERS t B, KING & £60.10 bead William St., é. Y. 





EXCHANGE. 


BzgnANGce what you don’t want for some- 
thing you do. If you have mail order names, 
stock cuts or something similar, and want to ex- 
—— them for others, put an advertisement in 

PRINTERS’ INK. There are probably many per- 
the readers of this paper with whom 
you can effect a y and advan us ex- 
change. The price for such advertisements is 
* cents ad —¥ each insertion. Sendalong your 

vertisem: 


ADVERTISEMENT CO. T CONSTRUCTORS. 


E make desi; el hog, ad 
cards. ROSS AD "G FABWG CO. Auburn, 


Ba cuts ane writing to iting to advertise goods at re- 
in business for prices. THE ART 
LEAGUE, Nowy York. 
ENRY FERRI his 
918-920 Drexel Building, Pailadetp 
Ad-writer, designer, adv: pecialty, me- 
chanical advertising. Write for alae 
I WOULD like to send you some sam 
a, hag naype ads, srongiy .— ted. 
ou. 


Let Se a r address. I Pon 
vOuMon's SEN ADVERTISER, FR, ich. 


J 2 Age pening you want a NEw Ipea that 
will you money and increase the effi- 
cee of your advertising} If so, address, with 
busi: and st stamp, SM MITH, Box 1990, 'N. Y. 


ent AND PRACTICE OF ADVERTISING, 
the o text book on the subject in_the 
world. Just the e for 





mark, 


les of 


rivate stud Fitty 

complete lessons. a fore ty should haves Te 
COPY, or -— y-five cents. ¥ 

rWAGERSELLER, “A , Author, Middle 


7 cammunneiill will find our book of 
eady-made adver tisements of great assist- 


specimens of 
good advertising, any one of which ma; 
an idea for your = when yo 4 nt 
rea on receipt of price, $1. Address GEO. 
WELL & CO., ) Spruce St., New York. 
DWRITERS and designers should use this 
column to increase their business. The 
price is oo & % cents a line, being the cheapest 
of any medium published. considering circula- 
tion =a _ ence. A number of the most suc- 
cessful adwriters have won fame and fortune 
through poten al use of = come. They 
began small and kept at it. You may do like- 
wise. Address orders, FRINTERS’ INK, 10 Spruce 
8t., New York. 


Fo six years ] sold for a certain large manu- 
facturing concern, entireiy through adver- 
tising, goods amounting to hunareds of thou- 
sands of dollars annually. No salesmen were em- 
ployed—the advertising was the saiesmen. It 
was a system of mail and trade paper work. ear- 
nestly and systematicaliy carried out. 1am pre- 
to do the same kind of work for one or 
wo other |}: houses. What manufacturer or 
wholesaler is looking for such service ! EDMUND 
BARTLETT, 150 Nassau St. St.. New York. 


OYOU USE SUCH! YOU SHOULD! 
Every communication that leaves your of- 
carry with it a brief :eminder of your 
general business or of some one or more of your 
‘Specialties.’ Such inclosures add nothing to 
postage. amat if the Ney be what they easily may be, 
lesmen.” I make many such 
MAILING S SLIPS and FOLDERS of small caliber 
and “high penetration.” and 1 usually secure 
orders for them after having shown interested 
connesponsentes lot that ] have made for oth- 
ers. I make talogues, Bookiets, Price Lists, 
Folders. Circulars, Mailing Cards and Slips. 
Newspaper and Magazine Advts.. ete. ete fend- 
mit for samples will cost you nothing and com 
pw Fe He os nothing, — b port stal ca) <n wilt not be 

NCTS 1. MAT ULE. 


No. 44 Be 8t., Philadelphia. 
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NEW 


AND WIDER 


MARKETS 


are sought and found for Ameri- 
can products. 


Are yours as fully and widely 
represented to the public as they 
deserve ? 


Are you getting the full share 
of the business to which you know 
you are entitled ? 


Is your advertising looked 
after and executed with as much 
care and knowledge as you em- 
ploy in your factory where your 
goods are made ? 


Weare advertising agents who 
aim to assist manufacturers in 
some or all parts of the essential 
details of publicity, and thus help 
them to sell more goods. We plan, 
write, illustrate, print and place 
advertising If interested, call on 
or write to GEo. P. ROWELL & Co., 
Advertising Agents, 10 Spruce 
Street, New York. 























PRINTERS’ INK. 





_ -SHUIUIOD sjuese ue se sie [op 


AqusM} Lt ACES Se Fea. 


teat ia i, eS I 





















-nuel [33 


mou Urol jUas 9q [IM ‘poslsap jt SOSSIIPPC JUIIIHIP Say 0} 


juas ynq ‘uosied uo Aq peiepsio ‘ANT SUALNIYg Jo soidoo oAry 
‘sIe]JOp Ud] Joy ‘QO6I ‘4s1 Arenue { 0} Mou 
wos ‘s1eah DAY JO} ssoippe Aue 0} jU9sS oq [IM AN] SUXALNIUg 


‘sIe]JOp daly 10 “VO6r ‘yyQ Axe 


-nuef 0} Mou WO — Aue 0} JUos oq ile UNI SUALNIYG 


‘coor fo muna sof WY duigqnyy 


“ONISILAAACY IO LuV HHL NI aALSVN'TIOOHIS HTLLIT aH 


YN] SYALNIVG 





“ONISILLAHYAGV UO “IOOHOS .LSHA AHL 


il 


























‘MYOK MAN “LG BoNAdG O! 
‘MNI SUYHLNINd 

0} SUOTJLOTUNUIWOD [[e SsoIppY 

‘uoneoydde uo sea14 saidoo ajduies savy Aeul SIOSSeAUP’) 
‘20eds SUISIIOAPE JO SJISN [eIIqI] JOU ‘sJOF 
-d19Y} ‘pue JUSSITJO}UI s1OU BWIODeq AqoaJoYy} pue ‘AyrejnSo1 ANT Sua 
-INIU Pol 0} SJOSIVJOApe [dO] MOY} YSIM OYM USUI Jodedsmou 10] 
pue AN] SYFLNIYg 0} uoydiosqns ssesh & YM sjidnd say} juss 

“21d 0} YSIAM OYM S[OOYIS SUISIVOAPe JOJ I[QLIOAL} SI Joyo sty T 
‘IaSuo] OU puke ‘zO61 YsIf Joquiss0q] [QUN poos poy SsulJ9} asoy | 


PRINTERS’ INK. 








‘Adak 9U0 40f AN] SUTLNIYG 10f suougisasqns any-Azuan J 
40. ‘Sadak any-hjuang 40f AN] SXTILNIAG 40f uouygisIsgus aUuQ) 


: 9indes [IM sie]Op Aysryy jo yuoutXed 

-B sua} asoyy Aqy = ‘JUSUATWES [[NF Ul sreTop AjI1Yy} yWUWOI pue uoOTS 

-SWUWIOS sjusSe ue se sieT[op Ayuamy yonpop Aeur ‘oaoqr poytoeds 
7 ere * waar uso Ale 

nue 19 mou wio1y USS aq [ITM ‘ Pesisap ji PSOSSOIPpe JUSIIIP say 0} 


Seam £06. (seamen wane Ff. .. . 




















26 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
t@” Issued every Wytnestes. Ten cents a 
om. ier ge price, five dollars a year, in 
vance. dollars a hundred. No back 


cumP rinted f: lates, it is al 
Pp ‘rom p! a wars pos- 
sible to issue a new edition of five hundred cop- 
ies for Xd or a larger — at the same rate. 
1 Publishers d subscribe for PRINT- 
ERS’ INK: for the benefit iH advg. patrons may, on 
ype obtain special confidential terms 
(= Ifany person w. who has not paid for it is re- 
Ae ’ InK it is because a » has 
su 


ce 
bed in hisname. Every r is 
at the expiration of the oe e pal for. 
VERTISIN 

Classified advertisements 9 c "2b oe cents a line: six 
words to the line. > +5 anauees Gaphey 50 cents 
a line; 15 lines to inch. $100: a 7. 
position twen' 
ed; discount, 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill,E.C. 


NEW YORK, SEPT. 24, 1902. 


ADVERTISING is the power that 
promotes business progress. 











PRINTERS’ INK will be sent to 
any address from now to January 
6, 1904, for five dollars. 

* + * 

PrinTERS’ INK will be sent to 
any address for five years, from 
now to January 1, 1908, for ten 
dollars. 

. . 

Five copies of PRINTERS’ INK 
ordered by one person, but sent to 
five different addresses if desired, 
will be sent from now till January 
6, 1904, for ten dollars. 

* * * 

THESE terms hold good until 
December 31, 1902, and no longer. 
This offer is favorable for adver- 
tising schools who wish to present 
their pupils with a year’s subscrip- 
tion to Printers’ INK and for 
newspaper men who wish their 
local advertisers to read Print- 
ERS’ INK regularly, and thereby 
become more intelligent and, there- 
fore, more liberal users of adver- 
tising space. Canvassers may have 
sample copies free on application. 
Any person securing fifty dollars 
for subscribers, on the terms ad- 
vertised on the center pages of this 
issue, may deduct twenty dollars 
as an agent’s commission and re- 
mit thirty dollars in full settle- 
ment. By these terms a payment 
of thirty dollars will secure one 
subscription for Printers’ INK for 
twenty-five years, or twenty-five 
subscriptions for Printers’ INK 
for one year. 
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ADVERTISING is the lubricant- of 
the wheel of prosperity. 


THE mistake of mistakes‘ is to 
wait until one has money (lots of 
it) before one begins to advertise. 
Without exception, the really suc- 
cessful men of this country began 
advertising when they had but little 
money. 





OnE need not expect good re- 
turns from occasional advertising. 
An old farmer tried “now and 
then” feeding upon his favorite 
mare, and it was not long before 
the “critter” laid down and died. 
The river which “dries up” in sum- 
mer is not regarded with any favor 
by navigators. 

OVER-CONFIDENCE is no worse 
than undue caution. Extremes of 
any kind are to be avoided by the 
advertiser, but he who risks noth- 
ing gains nothing. The prize of 
success is won only by him who 
has faith to believe he may get it. 
Holding back has caused more 
failures than pressing forward. 


SHOWING goods is, or may be 
made, a very eftective means of 
a‘vertising, but those who show 
them should be no respecter of 
persons. All who carry well filled 
purses are not richly dressed, and 
many an opportunity for selling a 
good bil! of goods has been lost 
through a failure to understand 
this fact. 

THE Galesburg, IIl., Daily Re- 
publican-Register gives short talks 
on the evil of substitution. The 
newspapers can do more to educate 
the buying public to shun the sub- 
stitutor than any other power. The 
Grand Forks, North Dakota, Daily 
Herald appears to think so too. It 
publishes excellent editorial talks 
on the subject. 





Ir is well for one to consider the 
educational features of advertising. 
By its means new goods and com- 
modities are made known to the 
public as necessities or luxuries, 
and men have by it been taught 
where to go to make their pur- 
chases. The name is legion of 
those who scan the advertising 
columns not only to see where to 
buy. but also to search for what 
they may believe they need. 
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An English sididher has hit 
upon the novel device of sending 
out the “cast of characters” of cach 
new work of fiction that he issues, 
according to the Sum. Each char- 
acter is suggestively described, and 
the scheme is said to be very suc- 
cessful in arousing interest ia the 
books thus exploited. 


Just what truth is in matters of 
abstract morals it is not always 
easy to determine, but in matters of 
business there is no question about 
it. One knows precisely what he 
has for sale, and he can describe 
it accurately in an advertisement. 
And the precise truth about things 
is just what the public expects in 
an advertisement. Exaggeration 
or pervasion of truth may win cus- 
tomers, but it never can hold them. 


THE great Beecher said that “‘op- 
portunity is a bird which flies but 
once to the window of your cham- 
ber to lure you with its sweet song. 
If you fail to stretch out your 
hand to take it, it flies away and 
returns no more forever.”” When 
the eloquent Brooklyn preacher 
said this he did not have advertis- 
ing in mind. Here the bird of 
opportunity comes every day, and 
wise is the man who takes it and 
cherishes it. 


Ir obsequiousness be too strongly 
marked in London tradesmen and 
their clerks, as some travelers aver, 
its opposite is found too frequent- 
ly in New York shops. The vul- 
gar and oftentimes bold effusive- 
ness of shop girls and male clerks 
in this city has tco often destroyed 
all the good effects of a telling 
advertisement. Merchants who 
seek to hold trade should keep a 
close watch upon the manners of 
their subalterns. 


“THE Morganization of Indus- 
try” is a booklet advertising 
Moody’s Manual, the well known 
handbook of corporation facts and 
statistics, published by John Moody 
& Co. 35 Nassau street, New 
York. It gives a brief outline of 
Mr. Morgan’s work of organiza- 
tion during the past two years, 
with a list of nearly one hundred 
corporations that have been capi- 
talized for more than $10,000,000 


since 1899. 
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In advertising many merchants 
look to immediate profits, rather 
than to permanent business. 


Eacu man has an individuality 
all his own and it is by his in- 
dividuality that he is known and 
judged. The same should be of 
advertising. 


THERE is no dealer but that has 
something in stock which he can 
make prominent in an advertise- 
ment. If it be not novel, it may 
be made attractive by its reason- 
able price. 


MEN do not catch fish by staying 
at home and looking out upon the 
water. Merchants who seek to 
catch trade must get out and hustle 
for it. Advertising enables them 
to enter all homes and have a fair 
hearing wherever they go. 


IT is an open question whether 
the newspaper made advertising, 
or advertising made the newspaper. 
But it is a settled fact that the 
running of a modern newspaper 
would be a forlorn proposition if 
advertising were to go out of busi- 
ness. 





CONSERVATISM is a rare gift. 
Man is too prone to exaggeration. 
One expects too much from adver- 
tising. It will do much but it will 
not do everything. It is not con- 
servatism to expect of an advertise- 
ment that it sell what is not salable 
or desirabie. 


Perry LUKENS, JR., 29 Tribune 
Building, has been appointed New 
York representative of the Toron- 
to Evening Telegram. Mr. Luk- 
ens also represents three other ex- 
cellent papers viz., the Pittsburg 
Times, Hartford Times and 
Omaha World-Herald. 


THE difference between primitive 
people and those advanced in their 
modes of living is marked by the 
number of their desires. Now, 
modern advertising has increased 
these to a wonderful extent. To 
get along without things is to go 
backward—unless it is done tempo- 
rarily to discover the North Pole 
or to explore some unknown con- 
tinent, while multiplying one’s 
wants is pushing forward the car 
of progress.—Fame, 
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CoNVINCE a man that you are 
looking at his interests as well as 
your own and you will get his 
trade. 





THE man a-fishing does not us- 
ually get a bite the first time he 
casts in his line. The man who 
advertises for the first time should 
not be disappointed if he fail to 
get results from it. If the fisher- 
man has no luck in one place, he 
moves to another point and casts 
his line again. There is more than 
one advertising medium. 


Atm to interest buyers by some 
other than the threadbare claim of 
“best and cheapest.” One adver- 
tiser recently did it this way: “Just 
at a time when housewives are 
ready for new rope portieres comes 
the chance to buy them for $1.98.” 
Then a brief description. No bom- 
bast. No boastful claims. But a 
subtle inference of worth, merit 
and value that seems to be a great 
improvement over the more com- 
monplace method of big adjec- 
tives and hyperbole. 


THE offer contained on the 
center pages of this issue is 
especially favorable to those 
wholesalers who believe in assist- 
ing the retailer in advertising their 
goods. Every retailer who is read- 
ing PRINTERS’ INK will become a 
better salesman and a more alert 
business man in general. The re- 
tailer who reads PRINTERS’ INK 
saves every year a certain amount 
of waste in the wholesaler’s pub- 
licity appropriations. No business 
man ever read PRINTERS’ INK 
without profiting mentally thereby. 


Promoters of outdoor advertis- 
ing are trying to lease the trolley 
poles in St. Louis, according to 
the Star, of that city, and if suc- 
cessful will erect one-sheet bill- 
boards upon them, selling the 
space to advertisers at $8 per pole 
per year. There are thousands of 
these poles throughout the city, 
and the privilege would doubtless 
bring br promoters between $75,- 
coo and $100,000 yearly, for the ad- 
vertising value of the locations is 
excellent. An outcry has been 
raised against disfigurement of the 
streets, however, and the project 
is likely to meet with defeat. 
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Communications for andagainst 
the ad schoois are still among the 
Little Schoolmaster’s mail. So far 
PRINTERS’ INK has given widest 
latitude to the opinion of others, 
but had not expressed its own con- 


victions until now. 





THE Scientific American sends 
out a packet of advertising litera- 
ture dealing with its building, ex- 
port and regular editions and with 
the weekly supplement. There is 
a booklet of testimonials from ad- 
vertisers, another containing lists 
of commodities regularly adver- 
tised in’ the several periodicals, 
with suggestions as to copy and re- 
productions of ads recently print- 
ed, a dozen folders containing facts 
about export trade, rate cards and 
so forth. This matter is all well 
printed and thoroughly attractive. 


FAILURES among advertisers 
come of precisely the same causes 
which bring about other failures 
in life. Advertising is a business, 
like farming, or shipbuilding, that 
must be learned in order to prove 
profitable. Because so many have 
found it a sure road to profit, there 
are those who think that all they 
have to do is to throw so much 
money into it haphazard and then 
sit down to profit and wealth. But 
success comes only to the exercise 
of good judgment, supplemented 
with experience. There are many 
advertising media—some very 
good, some very indifferent and 
others very bad. One must learn 
how to choose from among them. 





Firty dollars is offered for a 
catch phrase by R. A. Schoenberg 
& Co., 906 Sixth avenue, New 
York. The firm claims to be the 
largest concern in the world de- 
voted to electrical work in resi- 
dences, and wants a phrase demon- 
strating that high grade electrical 
work is synonymous with the name 
“Schoenberg.” “Electrical Work 
in the Home Properly Applied” 
is used at present, Dut a shorter 
sentence is wanted, as well as one 
more euphonious and likely to 
stick in the memory. Certainly it 
would not be difficult to make this 
phrase less clumsy. Suggestions 
should be sent to Ralph A. Schoen- 
berg, president of the company. 
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THE man who is never too busy 
to scheme for more business is the 
man who will record the greatest 
Success, 





AN exceedingly hancGsome and 
interesting booklet from the Even- 
ing Mail, Galesburg, IIl., gives pic- 
tures and descriptions of that pa- 
per’s mechanical plant and busi- 
ness Office, together with portraits 
of its staff and other matter cal- 
culated to acquaint the public with 
its personale. It is accompanied 
by a signed sworn statement show- 
ing that the daily circulation for 
August averaged 3,977 and the 
weekly 2,450. The printing and 
general make-up of the booklet are 
very creditable to the Mail’s job 
plant. 


Tue Times, Eureka, Cal., pub- 
lishes a 200-page book concerning 
Humboldt County in that State. It 
is issued under the auspices of 
the Humboldt County Chamber of 
Commerce and the County Super- 
visors, and contains a compact his- 
tory of that section of California, 
a chapter of population statistics, 
tables of climate records, descrip- 
tions of industries, products, re- 
sources, public institutions and 
other matter common to such vol- 
umes. Excellent halftones have 
been used liberally, and the print- 
ing is commendable. A neater and 
more substantial cover would have 
cost but little more and would have 
added to the book’s attractiveness 
and value. 





THE recent pubiication by the 
British Foreign Office of a report 
made by one of its agents upon 
American industrial affairs has 
aroused new hope in the breast of 
the British business man. This 
agent points to the fact that strikes 
and industrial difficulties are upon 
the increase in the United States, 
and the London dailies find reasons 
for believing that this factor will 
ultimately turn the balance of trade 
back to John Bull. In the mean- 
while, though, wouldn’t it be just 
as well for John to study modern 
methods? Isn’t this new ‘hope 
something of a piece with that of 
the merchant who prays that his 
successful rival will bankrupt him- 
self by purchasing advertising 
space? 
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“Tue Hare and the Tortoise” is 
an effective folder from the Os- 
borne Company, makers of calen- 
dars, New York. 





BEGINNERS in advertising are 
prone to overestimate the results 
from this source. It is too com- 
ion an impression that advertis- 
ing is as exact as mathematics and 
that one has but to put his money 
in it to win big results. This is a 
mistake. The public does not fall 
over itself rushing towards every 
newcomer in the field of advertis- 
ing. Advertising is no longer in 
the struggle for place in the natural 
world. Here as there, the fittest 
only survive. Returns are measur- 
ed by the judiciousness of the 
wording and the placing of ad- 
vertising. 


Most ineffective advertising is 
lacking in the “human quality.” 
The very best advertising argu- 
ments that can be brought forward 
will lose attractiveness when 
couched in stilted, stereotyped 
language, while the quality of 
human earnestness ’_‘ transcends 
grammar and  argument—even 
price. “It makes a great differ- 
ence to the force of a sentence 
whether there be a man behind it 
or no,’ says Emerson. A man 
behind the ad is fully equal to a 
man behind the counter. Plain 
good intention carries off all other 
defects, and the human is always 
attractive, for the world is human. 


Pus.icity is the open sesame to 
success in any sort of trade, it 
matters not what it may be. When 
a man becomes a hermit, shutting 
himself off from his fellows, the 
sun of his influence has set. This 
truth is applicable with greater 
force to the man who has some- 
thing to sell. Life is a battle for 
place. Competition is on every 
hand, and those who do not use 
strenuous effort survive but a 
short time. Time was when deal- 
ers confined their efforts to the 
employment of criers, or “bark- 
ers,” before their doors, but the 
newspapers and other periodicals 
have made possible the widest 
publicity. The man who has some- 
thing to sell and fails to appreciate 
this fact is a back number. 








THE newspaper is not a clerk 
and cannot sell goods of itself. As 
well claim for it the power and the 
act of manufacturing goods. Its 
duty and limitation are to give 
publicity. This it can do and does 
with any person, place or thing. 
It is all that should be expected of 
it and is enough and plenty. It 
lies with the person, place or thing 
advertised to do the rest. 





THE importance of Africa as a 
field for the producers and manu- 
facturers of the United States is 
illustrated by some figures just re- 
ceived by the Treasury Bureau of 
Statistics showing the commerce 
of the United Kingdom with 
Africa. Considerable pride has been 
felt in the fact that the exports 
from the United States to Africa 
have grown to $33,000,000 in the 
fiscal year 1902. A comparison of 
these figures with those of the ex- 
ports from the United Kingdom 
to that continent shows that our 
exports to Africa still form a very 
small portion of the importations 
of the Dark Continent. The total 
exports from the United Kingdom 
to Africa, according to figures re- 
ceived by the Bureau of Statistics, 
were in I90I $157,000,000, or prac- 
tically five times as much as the 
exports from the United States to 
Africa. 


Ir is not possible to overesti- 
mate the value of a personal letter 
as an advertising medium. In 
every self-respecting man _ there 
must be a measure of egotism. The 
letter which is written for him and 
to him personally, most naturally 
appeals to his—vanity, if one 
please. He feels that the writer 
recognizes his worth, or certainly 
considers him of sufficient import- 
ance to be addressed personally. 
Common politeness calls for a re- 
ply. If the letter does not win 
him, it may cause him to state its 
weakness, or his objections. This 
or these may be met in a subse- 
quent letter. The circular letter 
has certain advantages and fre- 
uently is employed most help- 
dally : but no circular letter, how- 
ever happily worded, will bring 
results equal to those effected by a 
courteous, common sense letter ad- 
dressed to the individual. 
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AFTER an absence of nearly three 
years from the pages of the Phila- 


adelphia Record, the advertise- 
ment of John Wanamaker re-ap- 
peared in that newspaper on Mon- 
day, September 1. 


At the annual meeting of the 
National Biscuit Company lately 
held in Jersey City the report of 
Mr. A. W. Green, chairman of the 
board ‘of directors, showed a phe- 
nomenal growth. “When our com- 
pany started,” he said, ‘our goods 
were sold almost entirely in bulk. 
We determined that the true way 
to sell was in small, air-tight, 
moisture-proof packages. We soon 
found that we had hit popular 
taste, and the Uneeda brand was 
followed -by many other packages 
put up in In-er-seal form. We 
have reached consumers almost 
wholly through advertising, and re- 
sults have been far beyond our 
hopes. In the past year the total 
sales increased to $38,625,135, a 
gain of $2,185,975. or 6 per cent, 
and the profits increased to $3,- 
670,445, a gain of $352,000 over the 
previous year. During the past 
year the company invited its em- 
ployees to invest in its stock, and 
they have taken over 4,000 shares.” 


“FREAK” advertising names 
seem to be perniciously epidemic 
just now. Weak, puerile words 
of the “Uneeda” stamp are so 
prevalent as to suggest appeal to 
that protector and patron saint of 
the American public, the Fool-Kill- 
er. “Tryabita” breakfast food is 
a name so bad that it would seem 
impossible to invent anything 
worse, yet “Tisapure” whisky 
comes blithely to view, and is beat- 
en in inanity by “Douona Louona 
Park Lot?” This latter phrase is 
perpetrated by a New York firm 
that exploits lots in a suburb called 
Louona Park. No sane advertiser 
who uses space with regard for 
the philosophy or end of publicity 
will be likely to add to the swarm 
of foolish names and phrases now 
appearing on boards and in papers. 
Tn most cases they are used by 
small advertisers who know little 
indeed of effective methods. and 
who rely upon silly imitation of 
notable successes when they write 


copy. 

















In advertising your commodity 
always make the most of any novel 
feature it possesses. Do not ad- 
vance such novelty as a merit un- 
less it really is that, but use it as 
a stimulant to curiosity. The 
Willard Chemical Company, of 
Boston, has just put onto the 
market a cake of toilet soap which 
has a slip of fine pumice set in its 
side. This oddity forms its chief 
claim to attention, and will cause 
it to be remembered where com- 
mon soap would be remembered 
only by name. It is doubtless a 
good soap, and the new application 
of pumice may be a real impreve- 
ment, but aside from these quali- 
ties the invention has value as 
“something new.” Stress should 
be laid upon such oddities. They 
cannot he used too much in pre- 
paring copy. The Willard Com- 
pany is losing none of its advan- 
tages, but offers $100 for a name 
for the soap, suggestions to be 
sent in before October 1, accom- 
panied by the usual wrapper. 





Tue trade of Transvaal seems 
likely to prove an important fac- 
tor, especially in view of the pres- 
ent and prospective enlargement 
of the gold mining operations. For 
the five months ending with May 
they amounted to $16,925,000, 
against $4,185,000 in the corres- 
- ponding five months of last year. 
Among the more important ar- 
ticles exported from the United 
Kingdom to the Transvaal in the 
five months ending with May are 
metals and manufactures, includ- 
ing agricultural implements, $3,- 
956,000; apparel, haberdashery, 
etc., $2,623,000; provisions, inclus- 
ive of corn and dairy products, §2,- 
365,000; corn and grain, including 
flour, meal and rice, $944,000; 
leather and manufactures, includ- 
ing saddlery, boots and shoes, 
$812,000; dairy products, $720,- 
000; drugs and chemicals, $642,- 
000; beverages, including ale, 
spirits, wines and mineral waters, 
$618,000; wood and manufactures, 
$574,000. To the Orange River 
Colony the exports are much less, 
the figures for the first quarter of 
1902 being $1,771,000, against 
$435,000 in the corresponding 
auarter of the preceding year. 
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No man deserves the title of ad- 
writer unless he can-fill space with 
matter that will pull paying busi- 
ness. 





In Irving’s ‘“Knickerbocker’s 
New York” one reads of the little 
schoepen who concluded that the 
best way to get over a hill in his 
path was by taking a two-mile run- 
ning start and then leap over it. 
But when he reached the foot of 
the hill he was so tired that he sat 
down and rested himself. There 
be many advertisers like the little 
schoepen. They start out valiant- 
ly enough and go at a brisk gait 
for a season, and then lie down. 
The small hill of difficulty magni- 
fies itself into a mountain. While 
he rests, the steady going, plodding 
advertiser forges ahead to success. 





THE Postoffice Department is in 
its usual state of activity. In fact, 
no one has ever charged the pres- 
ent postal administration with sloth, 
for practically all of the censure 
that it has brought upon the ser- 
vice in the past year comes of a 
thirst for innovation. The latest 
novelties are a thirteen-cent stamp, 
which is about to be issued, and a 
foreign return stamp which is 
under consideration. The first is 
to bear the portrait of President 
, Benjamin Harrison, and will be 
used chiefly upon registered letters 
going abroad, thirteen cents cover- 
ing postage and registration upon 
a half-ounce letter anywhere with- 
in the postal union. The foreign 
return stamp is intended for the 
convenience of persons in’ the 
United States who wish to inclose 
postage for a reply from foreign 
countries. Under the present sys- 
tem this object can be accomplish- 
ed only by, sending an international _ 
money order for the few pennies 
needed, putting both sender and 
recipicnt to a great deal of useless 
trouble and a wholly unnecessary 
expense. Nine years ago Post- 
master-General Wanamaker tried 
tv accomplish the same purpose 
with a universal stamp, but met 
with no encouragement. Second 
Assistant Postmaster-General Shal- 
lenberger will lay the new proposal 
before the next international pos- 
tal congress which mects in Rome 
in 1904. 
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SMALL MAGAZINE SPACES. 


Toledo Steam Cookers have been 
exploited in magazines during the 
past twelve years, and their adver- 
tising has been noteworthy for not- 
able results secured with small 
spaces. The average ad is one or 
two inches single column. The 
natural market for the cookers is 
through canvassing agents, though 
some are sold by the hardware 
trade. Advertising has always 
been of the sort that would secure 
good local representatives. Smail 
spaces are used because readers do 
uot send for the cookers when the 
ad is first seen, unless they are 
familiar with their method of op- 
eration. A catalogue is sent to in- 
quirers, and upon this catalogue 
the sale usually depends, as it de- 
scribes the system whereby an elab- 
ofate dinner is prepared over a 
small burner. Only as much space 
as will give a very brief descrip- 
tion of the apparatus is used, 
therefore, as it would be almost 
futile to attempt opm | descrip- 
tions in high-priced mediums. 
the cookers could be sold direct, 
more space could doubtless be 
filled to advantage. 

Mr. Charles E. Swartzbaugh, 
head of the Toledo Cooker Co., 
Toledo, Ohio, has been interested 
in cooking apparatus nearly twen- 
ty years, first as salesman, then as 
general agent and finally as manu- 
facturer. 

“We are not in the habit of giv- 
ing information concerning our ad- 
vertising,” he said, “for our cook- 
ers and publicity have been imi- 
tated very widely, and experience 
has taught us that it is often wis- 
dom to let imitators pay for their 
knowledge as we do. Our system 
of keying and card tabulation of 
results is most complete, and we 
are seldom in doubt as to the me- 
diums that pay us. Just now we 
are using about seventy-five pub- 
lications, most of which are month- 
lies. Monthlies seem best for our 
purpose. I believe that readers 
keep them longer than any other 
class of periodicals. The weekiy 
lasts only a few days, as a rule, for 
another issue quickly takes its 
place, but the monthly goes around 
the neighborhood and comes to an 
end only when it is worn out. 
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Some of the cheaper—I might say 
the cheapest—monthlies pay us 
better in proportion than others 
that have a higher reputation and 
are better printed. I don’t care to 
mention many names, nor to say 
much about the comparative value 
of different mediums, but will con- 
fess that the Ladies’ Home Journal 
and Saturday Evening Post are 
heavy ‘pullers.’ The Delineator is 
also extremely profitable, and 
brings us almost as many replies 
as the Ladies’ Home Journal. We 
find McClure’s as good as Mun- 
sey’s, notwithstanding the differ- 
ence in circulation. That is, space 
costing $25.50 in the former brings 
us almost as many replies as an 
equal quantity in the latter, costing 
$42. Our space in these magazines 
is small. We might get larger re- 
turns iu proportion from Munsey’s 
if the space in each publication 
were increased to a quarter page. 
Success is also anexcellent medium 
for us, and is more generally read 
by women than one would think. 
It is our experience that the month- 


f sies go all over the world. A large 


foreigti trade in Toledo Cookers 
has been built up through them. 
No week goes by in which we do 
not ship our goods to Europe, 
South America, Australia and re- 
mote parts of the globe. We have 
used some of the export editions 
printed in Spanish to further our 
trade in South America and they 
bring satisfactory results. We are 
a little hampered by, not having lit- 
erature printed in Spanish. It is 
an utter waste of money to send 
English literature to South Ameri- 
ca. With a Spanish catalogue we 
could undoubtedly develop a fine 
trade down there. 

“The main feature and strength 
of our little ad is the cut showing 
the cocker. No amount of de- 
scription will tell as much as this 
diagram cut. Another factor that 
has helped us wonderfully is that 
old one of the ‘pleased purchaser.’ 
Our advertising brings us ordets 
and agents, but the best publicity 
is the ccoker itself.” 


9 oS 
Never start a large advertising cam- 
paign until you are equipped to handle 
a heavily increased patronage at th- 
proper ratio of expense—too much busi- 
ness scmetimes proves fatal, and es- 
pecially so to men of limited resources 
and Lusiness capacity.—The Advisor. 
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“ See how they run’ — 


After they have dropped their money trying to 
reach the country people through daily papers. 

Often it requires quite a length of time and 
investment of money to convince some men 
how near they are to being geese. 

It costs a lot of money to learn that daily 
papers reach city people and country weeklies 
country folks — when one thinks otherwise. 

Don’t be a goose. Profit by those who 
have paid to learn. 

Get the country trade — but don’t try to 
find it except through the local country weekly. 


The 1,500 local weeklies of the Atlantic Coast Lists 
will bring it to you from the New England, Middle and 
Southern States. 

One electrotype only needed. 

Catalogue and full information for the asking. 





One Inch, Six Months — 1,500 Papers — $1,200. 





ATLANTIC COAST LISTS 


134 LEONARD STREET, NEW YORK 
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QUAKER CITY POINTERS. 
By John H. Sinberg. 

The Keystone Telephone Com- 
pany is gaining many new patrons 
in Philadelphia through its exten- 
sive advertising of the fact that it 


will act as an “alarm clock” to its fy] 


subscribers. Patrons of the Key- 
stone Telephone Company’s service 
can have no further excuse for 
missing early morning trains or re- 
porting late at the store, shop or 
office. This company has resolved 
itself into a great alarm clock. The 
chief operator is also a hotel clerk. 
She will call a subscriber at any 
hour of the day or night. All thatis 
required is to tell her what time one 
desires to arise, and on the minute 
the telephone bell will commence 
to ring, and will continue to ring 
until the receiver is taken down 
and the operator at the other end 
of the wire assured that the sub- 
scriber is up. On page four of the 
company’s directory, the following 
paragraph is printed under the cap- 
tion “Chief Operator’: ‘Parties 
wanting to be called during the 
night or at certain times in the 
morning will be accommodated if 
instructions shall be left with the 
chief operator.” In this courtesy 
to patrons, the Keystone Tele- 
phone Company thinks it has out- 
done all similar contemporary con- 
cerns. 
* * 

After an absence of nearly three 
years from the Philadelphia Rec- 
ord, the advertisement of John 
Wanamaker reappeared in that 
newspaper on Monday, September 
Ist. Simultaneously it ceased to 
appear in the Ledger. 

* *. * 

Another advertiser of promi- 
nence, Jackson M. Tallman, after 
staying out of the Record’s col- 
umns for almost two years, com- 
menced using that paper during the 
last week in August. Mr. Tallman 
is an extensive Sunday advertiser, 
and his furniture advertisements 
are among the best displayed and 
most attractive in Philadelphia. 

* * * 


Alfred P. Hamberg, who has 
been connected with the advertising 
departments of the Jnquirer and 
the Record for over five years, has 
recently severed. his connection 
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with the last named newspaper to 
accept a similar post on the New 
York American and Jouraal. 
While on the Record Mr. Ham- 
berg wrote all the advertising for 
the large instalment firm of R. 
Levy, which proved very success- 
- * x 

The marvelous growth from one 
grocery store to one hundred and 
ten stores in the short space ot 
seventeen years is ascribed by Mr. 
Thomas P. Hunter, president of 
the Acme Tea Company, chiefly to 
the wonderful power of advertis- 
ing. In 1885 the first store was 
opened at 1644 Germantown av- 
enue. Started with a total capital 
of $400; in 1889 opened No. 2 
store; in 1890 opened No. 3 store; 
in 1891 opened Nos. 4 and 5; in 
1892 opened Nos. 6 to 9; in 1893 
opened Nos. 10 to 12; in 1894 open- 
ed Nos. 13 and 14; in 1895 opened 
Nos. 15 to 20; in 1896 opened Nos. 
21 to 27; in 1897 opened Nos. 28 
to 32; in 1898 opened Nos. 33 to 
42; in 1899 opened Nos. 43 to 54; 
in 1890 opened Nos. 55 to 63; 
1901 opened Nos. 64 to 79; in ete 
(to August 31st) opened Nos. 80 
to 110. The business was started 
in Thomas P. Hunter’s name, trad- 
ing as the Acme Tea Company. In 
1900 the Acme Tea Company was 
incorporated for $1,000,000, with a 
paid-up capital of $700,000. This 
stock is owned by employees ofthe 
company, and the controlling stock 
is owned by Mr. Thomas P. Hunt- 


er. The Acme roasts all its own 
coffee. It manufactures a great 
many of its own goods. Has 


grown and canned special goods 
under its own brand. The largest 
grocers in Philadelphia. Mr. 
Hunter hopes to have “a grocery 
store on every corner of Phila- 
delphia.”. This company is using 
a quarter page advertisement in 
every Philadelphia paper, on Mon- 
days and Thursdays. 
* * * 


In the near future, I hope to 
secure for PRINTERS’ INK a more 


comprehensive and detailed story 


of Mr. Hunter’s success. 
—_+ee—__—_——_ 

THE advertising solicitor who gives 
you inside information about your com- 
petitor may or may not be looking for 
information to tell your competitor.— 
White’s Sayings. 
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WITH ENGLISH ADVERTIS- 
ERS 


By T. Russell. 


Anything which tends to give 
increased attractiveness to an an- 
nouncement in any shape is worth 
money in bucketfuls to the inven- 
tor. The number of buckets is 
proportioned to the simplicity and 
effectiveness of the device. But 
sometimes the effectiveness may be 
purchased too dearly. For in- 
stance, I have always held that the 
antiquated device of keeping a 
space vacant in newspaper or wall- 
hoarding, with an exhortation to 
“Watch it” with the idea that the 
advertisement when it does come 
will be sufficiently improved in 
“pulling” power to pay for the 
wasted exhibition of blank paper, 
is a fallacy. Maybe the people 
who have “watched” that space 
are a little more impressed when 
the riddle is solved. But what 
about the people (a.) who notice 
the riddle but don’t happen to get 
on to the answer and (b.) who see 
the answer, but have forgotten the 
riddle. I would rather take my 
chance on getting up a sufficiently 
attractive advertisement or wall 
poster to capture the business in 
the first instance. 

. * * 


These remarks are prompted by 
an invention which was brought 
out by a friend of mine, and_which 
is experiencing a widespread trial 
at the hands of M. Henri Nestle, 
the Swiss Condensed Milk man. 
The idea is a poster which is a 
uniform brown all over when first 
posted, but which gradually de- 
velops colors, and produces an 
attractive pictorial advertisement 
after exposure to the sun for a 
few days. No doubt the bizarre 
purple-brown sheets before the 
change, and the gradually develop- 
ing picture, while the change is in 
progress, arrest attention and make 
people look at the poster when it 
gets in its work at last. But 
wouldn’t it be better to start in and 
do the advertising at once? I am 
not saying anything against my 
friend’s invention, which is an ex- 
cellent and useful one, and might 
be very successfully used (as in- 
deed I think it is already being used 
in France) for little insert-cards 
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and dodgers, bearing some part of 
the advertisement—enough tocarry 
some effect anyway—with a rec- 
ommendation to expose them to 
sunlight and watch the effect. Even 
as a poster scheme it is all right, 
but not as M. Nestle uses it. The 
effective part of the wording ought 
to be visible always. Then the 
changing picture would “tell” and 
would have a large advertising use. 
* * * 

In pursuance of the campaign 
which has lately been initiated in 
the press, the Morning Leader and 
Star of London are running a 
series of small display advertise- 
ments against substitution. 

I hear that there is in active 
progress the institution of a So- 
ciety for Suppressing Substitution, 
of which I hope to be able to send 
details shortly. 


Tue faculty of discovering good ad- 
vertising is not given to some merchants 
until their competitor already has that 
very kind.—White’s Sayings. 

tetneneemnigiiiliemepnmatiee 


Never stand on the order to do a 
thing, just go ahead and do it—in plain 
words, do not hesitate about the exe- 
cution of your orders—strike out and 
try.—The Advisor. 





THE KEY TO A LOCALITY. 

A stable circulation that goes into the same 
homes for twenty years could have been won 
on merit alone, and that sort of circulation 
counts in dollars and cents to advertisers. 
Brownell, in Printers’ Ink, says: “ When 
you find a paper burdened with local advertis- 
ing, you have found the key to its locality. 
The local retail merchant is a safe barometer.” 
The Sioux City Journal has both of these 
merit features, and in addition is a daily habi- 
tant of seven out of eight homes in its city of 
50,000 people. Many Iowa editors assert that 
the Journal stands at the head of Iowa news- 
papers, and some say that no other city of its 
size in the United States furnishes so complete 
an all-round newspaper as the Journal. The 
Journal is so good a paper, and has been good 
so long, that everybody in a wide section of 
the Northwest reads it, and, what’s more, be- 
lieves in it. The Yournal management 
furnishes sworn statements of circulation, also 
detailed information regarding its circulation in 
any city, town or district in its territory. Thus 
an advertiser never has to guess about the 
results from this kind of a medium. An 
experienced advertiser who takes the trouble 
to glance through a copy of the Journal, will 
readily decide that it affords an exceptional 
service for covering a prosperous and growing 
region of the country. 

The daily paid circulation is in excess of 
17,000, and the records show a steady growth 
from month to month and year by year. 
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NOVELTIES AND A TALE. 


Tue Western Novetty Co., 
Burlington Building, 810 Olive street. 
Advertising Specialties. Signs of every 

Description. “Art Novelties. Fans. 

Calendars. 
Sr. Louis, Sept. 16, 1902. 
Editor of Printers’ INK: 

Inclosed herein please find copy of 
a letter which will, no doubt, be of in- 
terest to you. We had an advertisemcnt 
in the Shoe and Leather Gazette and 
this letter was written by them to one 
of their subscribers. Needless to say 
that we have discontinued our advertise- 
ment in this paper, but we are in search 
of a good medium that will reach the 
merchants. Can you~ advise us what 
paper, in your judgment, will reach the 
trade we are catering to? 

Yours very truly, 
Cart G. SESSINGHAUS, Mgr. 


Copy: (Letter written on the letter- 
heads of the Shoe and Leather Gazette.) 
Sr. Louis, Sept. 6, 1902. 
Messrs. Krupp & Tuffy, Houston, 
Texas: i 
Will you kindly favor _us by writing 
to the Western Novelty Co., Burlington 
Bld’g, this city, and request them to 
send you one of their new illustrating 
catalogues of souvenirs and advertising 
novelties as announced on page nineteen 
of the Shoe and Leather Gazette. 
Thanking you in advance for-the favor, 
we remain, 

SHoE AND LEATHER GAZETTE, 
(Signed) per E. 
The following notation was on the 

letter in pencil: ; 
Please send these and oblige, 
Krupp & TUFFLY. 


PRINTERS’ INK is admittedly a 
great puller for all sorts of responsi- 
ble propositions to practical advertis- 
ers, and in the Little Schoolmaster’s 
egotistical opinion all sorts of respon- 
sible manufacturers of sensible adver- 
tising novelties could be profitably 
represented in its advertising columns. 
Such a proceeding would make 
PRINTERS’ INK more useful to its 
large constituency. It could be prof- 
itably done in the classified columns 
of the paper. Four lines, twenty- 
eight words, can be made to tell an 
eloquent preliminary story at a cost of 
a single dollar. No other publication 
on earth reaches every week as many 
people who are likely to be interested 
in novelties as the Little Schoolmas- 
ter does. 





Every large city store has its depart- 
ment of publicity, presided over by a 
man who has made advertising his 
specialty. The daily newspaper is the 
school in which he is an instructor, and 
any merchant who really wants to get 
the most out of his advertising, will not 
lose the opportunity to observe the 
specialist’s methods.—Chicago Apparel 
Gazette, 
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A DECISION. 


Office of 
Oshkosh’s Largest and Finest, 
THe CONTINENTAL CLOTHING Howse. 
125-127 Main street, 
“The Store That Saves You Money.” 
OsHKosH, Wis., Sept. 9, 1902. 
E-ditor of Printers’ INK: 

Being constant readers of PRINTERS’ 
Ink and consequently believing you to 
be expert judges of advertising, we 
would like your opinion on a matter 
pertaining to an ad which we send you 
under separate cover. On page three 
of the Northwestern of Sept. 2, you will 
find our ad. We have therein appearing 
two cuts of children’s suits which are 
a shame to be seen in print, and we 
believe they are doing us more harm 
printing our ad in such a manner than 
if we had no ad. On the strength of 
this, our opinion, we refuse to pay for 
such advertisement, and would like your 
candid opinion about it also before we 
go to law about it. Inclosed you will 

nd clippings on which those identical 
cuts appear when fairly well brought 
out. Thanking you in advance for an 
early reply we are, Yours truly, 

THE ConTINENTAL CLoTHInG House. 

If you advertise in a daily paper 
you will have to take such press 
work as that paper’s press turns 
out and if you are sound financially 
the publisher will compel you to 
pay for it if he wishes to. Better 
make a kick when you pay the bill 
and get a reduction if you can. 
Your talk will tend to induce the 
foreman to take more pains in the 
preparation of your cuts and the 
office may conclude to allow you 
a reduction, which will be clear 
gain to you and good medicine for 
the office. 





COMES TOO SLOW. 


445 Hessle Road, 

; Hutt, Engl., Sept. 8, 1902. 
Editor of Printers’ INK: 

As a_student of the Little School- 
master I look forward to getting your 
paper each week more than any other 
and often wish it did not take a full 
week getting to this side of the water. 
I shall look out for your remarks on 
the inclosed ads. 

One of your faithful students, 

A. TAyYLor. 

The ads of Mr. Taylor are good. 
They are well displayed and treat- 
ed according to the teachings of 
the Little Schoolmaster. They 
are even excellent from the fact 
that small spaces are effectively 
used. 

— +) 

THE benefit that comes to a great 
newspaper from its advertising is in- 
finitesimal as compared with that re- 
ceived by the advertisers themselves and 
by the public.—Architects’ Journal, 
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WELL DIRECTED EFFORT. 


Office of 
“Tue Patriot.” 
HarrissurG, Pa., Sept. 
Editor of Printers’ Ink: 

{ am the advertising manager of the 
Harrisburg Patriot and I am called upon 
very often to write changes for my ad- 
vertisers rather than have them run 
along without any change. I do not 
claim to be an adwriter. I herewith in- 
close you several that I am now runnin 
and on which I ask your criticism. 
am a weekly reader of the Little School- 
master and it has educated me to the 

int where I believe that criticism is 

eneficial to any one in this line of 
work, so don’t be afraid to throw it into 
me. Yours very truly, 
H. E. Situ. 


The ads submitted by Mr. Smith 
are of fair average right through. 
But much more commendable and 
useful is the spirit which he dis- 
plays in the interest of his paper 
and its patrons as well. The Little 
Schoolmaster has constantly been 
teaching along these lines and feels 
glad when he hears of applications 
of his advice. Many are benefited 
by the mission of PRINTERS’ INK 
although they never say so. 
PRINTERS’ INK likes to hear tan- 
gible evidence of service and duty 
well performed. 


————_6e——— 
FOUR TO ONE. 


Crrppre Creek, Col., 
Editor of Printers’ INK: 
To decide a wager will you please give the 
circulation daily of the Kansas City Star and 
the Cincinnati Z neat ? Loe truly, 
. TAYLOR. 


The Kansas City Star is a com- 
paratively young paper and has lots 
of vim. The Cincinnati Enquirer 
is an older one with the prestige 
of success.‘ The Star prints three 
or four copies for every one put 
forth by the Enquirer but the En- 
quirer gets more money for its ad- 
vertising space than the Star does 
and gets more general advertising 
than the Star does. Such is the 
influence of age and reputation. 
Advertising patronage is hardest 
to get but holds on longer than 
any other that can be mentioned. 
The Star prints over 100,000 daily, 
the Enquirer probably not over 
25,000. 





10, 1902. 


Sept. 11, 1902. 


———_0e—""" 
Tue object of advertising is to make 
you better off than you were before.— 
Batten’s Wedge. 





+ 

THE advertising of one article of a 
kind helps every other article of that 
kind.—Pacific Coast Advertising. 
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A DIFFERENT VIEW. 
Tue Littre Horet WIvmor. 
South Penn Square, 
PHILADELPHIA, Sept. 16, 
Editor of Printers’ Ink: 

Under the heading “Advertising that 
does not advertise” in the current num- 
ber of Printers’ Inx, Mr. Edward Bok, 
the genial editor of the Ladies’ Home 
Journal, moralizes rather dolefully on 
the appearance of American landscape 
advertising which confronted the pas- 
sengers when qrenstang at Holland. 

The offending sign read “‘Eat Quaker 
Oats.” How dif erently Sam _ Hoke 
would have felt seeing that sign! I 
was in Prague, ae up in Bohemia, one 
Sunday morning, homesick. Taking an 
early morning stroll, I was confronted 
with a sign, “Essen se Quaker Oats?” 
It took me right back to Philadelphia 
and when I had my -_— that morn- 
ing “Quaker Oats” began it. Mr. 
Bok is quite right, some signs do might- 
ily offend in some places. Going to 
New York the other morning over the 

Reading, which is a_ beautiful ride 
(many travelers don’t know what — 
miss when they don’t take the ww 
ing), beautiful stretches of at, had 
as foregrounds “Wilson Whisky, that’s 
all,” another had a head of Mennen and 
what he made peering up through a field 
of corn, while the yellow and black 
of Castoria decorated very nearly every 
barn on the route. 

Mr. Bok quotes a passenger who said 
when he saw a sign of the Hammond 
typewriter, “that isn’t right over here,” 
and cabled his house in New York ‘ ‘sub- 
stitute Remington for Hammond ma- 
chines in typewriter order.” Now when 
that man reached London he was con- 
fronted at every turn with big display 
billboard advertising of the “Remington 
typewriter.” So persistently was it done, 
and so successful was the outcome, that 
Mr. Earle, the London agent, was called 
back to New York and is now “head of 
the heap” of the Remington Company. 

When that ship load of passengers 
also reached London they found every 
omnibus plastered all over with either 
Maffin and Webb, the silver men, or 
Bryant and Mays watches, while the 
walls of every railway station (under- 
ground and above ground) are covered 
with either dealers in tea, or Sunlight 
Soap. Let Mr. Bok’s fellow passengers 
contrast the great terminal stations of 
the Midland and the London and North 
Western in London with like terminals, 
say of the Pennsylvania and the Read- 
ing in Philadelphia, the New York 
Central in New York, the great station 
in Chicago and St. Louis, and notice 
the dignified contrasts. The great fail- 
ing of many American travelers abroad 
is, they are not fair in the comparisons 
made between what they have left at 
home and what they see abroad. I must 
confess I was one of the pessimists in 
my earlier voyages to the old world, but, 
repeated visits year following year 
opened my eyes to the fact that this 
country was a pretty good country after 
all. Ryerson W. JENNINGS. 
+o 

Never base your advertising appro- 
priations on expectations—limit them to 
amounts that may reasonably be expect- 
ed to be easily met.—The Advisor. 


1902. 
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THOSE “TRILBY COATS.” 
Room 532, 13 Park Row. 
New York, Sept. 17, 1902. 
Editor of Printers’ INK: 

The “New Trilby coat. The latest 
thing out. All the rage in fashionable 
New York sets. A big bargain at $18” 
is the ad, according to the New York 
Evening Post, and also mentioned in 
your issue ‘of September 10, that 
sold a dozen ladies’ coats two _ sea- 
sons old—and at $18! The successful 
sale of the coats after failure to in- 
terest the women in them at $8 on one 
point shows the value of up-to-date ad- 
vertising and then on the other hand 
shows how women in general are prone 
to buy the so called “latest” without 
first investigating, or referring to re- 
liable fashion papers. And then again 
I believe it. an example of bad adver- 
tising, for it is a poor policy to mis- 
represent, directly or indirectly. While 
the gentle sex allowed themselves to be 
gulled by the announcement in ques- 
tion yet it is but natural that sooner 
or later they would find out the de- 
ception. It is quite possible that many 
of them told it to their friends and their 
friends in turn told it to somebody else 
and so indefinitely. I for one, were I 
a woman, would never again trade at a 
place where I was not honestly treated. 
What loss the dealer suffered by his 
unfortunate move, or that of his adver- 
tiser, is hard to say. Perhaps much 
more than the coats altogether were 
worth. To my mind the bright advertis- 
ing agent would have brought in better 
results in the long run by announcing 
that an elegant lady’s coat would be 
given awezy free to every one hundredth 
purchaser or the like on some certain 
day, in view of the fact that he could 
not dispose of them otherwise. A 
woman is a woman, and while she is un- 
willing to pay $8 for a coat that is old 
in style, yet she would have gone to 
this particular store out of curiosity and 
gladly accepted the coat which in ail 
probability she would remodel or con- 
vert into something else. 

I congratulate the advertiser on his 
wit and sympathize heartily with him 
when the women learn of the deception. 
Honesty is the best policy—even in ad- 
vertising. Yours very truly, 

A. R. GRonDeEL. 





—_—___+o- 
PRESBREY CANNOT RESIST. 
FRANK PRESBREY Co., 

General Advertising Agents, 
12-16 John street, 

New York, Sept. 15, 1902. 
Editor of Printers’ INK: 

I finished yesterday reading the cur- 
rent number of Printers’ INK and I 
cannot resist the temptation to write you 
that it is one of the few publications I 
have read for years and which seems to 
keep up its interest to a wonderful de- 
gree. I believe it is better and better 
each week and I cannot conceive how 
any man can consider himself at all 
in touch with the advertising business 
who does not read it regularly from 
front to back, even the advertisements. 

FRANK PRESBREY. 





Never place your catalogue orders 
withcut buying the paper yourself—if 
the quantity is large.—The Advisor. 


PRINTERS’ INK. 





A SCHOOLMASTER INDEED. 
Established 1843. 
Druggists, Chemists & Importers. 
ird avenue and roth street. 
New York, Sept. 17, 1902. 
Editor of Printers’ INK: 

We beg to acknowledge your favorable 
comment on our booklet, and assure you 
that it affords us pride. Your paper is, 
indeed, a schoolmaster of advertising, 
and is always filled with ideas and sug- 
gestions, which if acted on must lead to 
success. Your remark relative to using 
second floors for advertising purpose has 
been made practical by us, and our up- 
per story front windows are now con- 
spicuous with gold letters. With best 
wishes for your success, and with the 
assurance of our esteem, we beg to re- 
main, Yours truly, 

BENDINER & SCHLESINGER. 








~catiitieinn 
CONTRACT FORMS. 
527-531 West 34th street, 
New York, Sept. 12, 1902. 
Editor of Printers’ INK: 

A number of publishers have written 
me regarding my suggestion about rate 
cards, but think it dificult to carry out. 
I will add a word of explanation to my 
suggestion in PRINTERS’ ina, Sept. roth, 
page 40. Every publisher has his own 
idea about contract forms, and it was 
not my intention to interfere in any 
way with such blanks, but to print in 
addition to the usual contract a sep- 
arate card, if need be, which could be 
filed for reference. The additional cost 
of these cards would be insignificant, 
whereas the benefit derived would be 
considerable. Yours uty 

. M. Davis, Mgr. Adv. Dpt, 
Sprague Electric Company. 





CATCH LINE OF W ELL KNOWN 
AD ILLUSTRATED. 





(QUAKER OATS.) 


“WILLIE’S SMILE,” 
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Tue lecturer who can address five 
hundred people considers that he has a 
large audience, but an advertiser can 
speak to three thousand times this num- 
Ler of people through a single magazine. 
That’s one of the reasons why the ad- 
vertiser’s advice is so generally accept- 
ed.—Progressive Advertiser. 








Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


CANADA. 


C ANADIAN ADVERTISING is best done by THE 
DESBARATS ADVERTISING AG’Y, Montreal. 


CONSULT 


Soudoen« Goich 


On British and Foreign Advertising. 
8t. Bride St., London, Eng. Founded 1853. 


ARGE POSTALS 
WILL BOOM 


YOUR AUTUMN TRADE. Send for free cumple 

of our new TWO-COLOR LARGE POSTAL, 

which will give you full information 

tnem. We ao pee re and print CARDS, Cl 
SRLETS, © d Ab. 














CULARS, BO ATALOGUES an 


VERTISING MATTER of every description. 
you mean business address 


PRINTERS’ INK PRESS 
10 Spruce Street, New York City 
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a for ad- 
‘eftieers. The repre 
sentative paper of its 
class. jon 


PRINTERS” INK, scsencsrs 


10 SPRUCE St., NEW YORK. $5 a year in advance. 


The Evening 
Journal 5” 


A two-cent local paper. 





Enterprising but not sen. 
sational. 

HOME not Street circu- 
lation. 

Only one edition daily, 
hence :— 

Every copy a family of 
readers. 

Circulation Averages 


1899, 1900, 1901, 
14,486 15,106 15,891 


1902, 17,160 


The American Newspaper Directory 
awards the mark @© fer quality 
of circulation. 

















1S BEING PUSHED 


00000 GUARANTEED 


PATE 20° FORMS CLOSE 15 °° 





VICKS FAMILY MAGAZINE ROCHESTER.N.1 
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Hardware. 


m A 
Grates. 


Screen Hanger. 


A CREAT 
KEITH’S MAGAZINE, 











SARGENT & ers We have found Keith’s Magazine the best 
advertising medium we have struck. 


JACKSON, § We are much pleased with the increased 
{ number of answers to our advertisement. 


PHENIX MFG. CoO., } Your magazine is an A l advertising medium. 
We have received good returns. 


REACHING a BUILDING BUSINESS of $40,000,000 A YEAR 


M. L. Keith, Bus. Mgr., Minneapolis, Minn. 


PULLER. 




















The simplest remedy for indigestion, 
constipation, biliousness and the many 
ailments arising from a disordered 
stomach, liver or bowels is Ripans 
Tabules. They have accomplished won- 
ders, and their timely aid removes the 
necessity of calling a physician for many 
little ills that beset mankind. They go 
straight to the seat of the trouble, re- 
lieve the distress, cleanse the affected 
parts, and give the system a general 
toning up. The five-cent packet is 
enough for an ordinary occasion. The 
family bottle, 60 cents, contains a supply 
fora year. All druggists sell them. 
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“We Rest 
Our 
Case’”’ 


with the advertiser. 
THE TIMEs keeps a 
detailed record of 
circulation and fur- 
nishes the American 
Newspaper Direct- 
ory with a sworn 
statement. 


No Other 
Chester Paper Does This. 


Day averse Q) 77 net 
ChesterTimes 


WALLACE & SPROUL, Pubs., 
CHAS. R. LONG, Business Manager. 


F. R. NORTHRUP, 220 Broadway, 
New York Representative. 




















who is stil 
has been represented by 





You may, perhaps, use all the other daily and Sunday papers of Cleveland, O., except 


THE CLEVELAND DAILY WORLD 


AND 


THE CLEVELAND SUNDAY WORLD 


but if you omit both of these papers from your list you do NOT cover the Cleveland field, 
Some of the largest advertisers in America have used the Wor/d, either daily or Sunday, 
and in some cases both. for ten years past continuously. Rates reasonable and results 
——- that’s why. The Worid was founded twelve years ago by B. F. Bower, 

its owner and publisher, and during the whole of that time the Wor/d 


THE S. C. BECKWITH SPECIAL AGENCY, New York and Chicago. 
Sole Agents for Foreign Advertising. 

















TRENTON 


TIMES 


Trenton, New Jersey. 


CIRCULATION: 
February, 1902, average, 12,823 
March, ° « 13,372 
April, o « 13,114 
averace 13,103 
1-2 of year’s average, 12,518 


25 per ct. than all other 


Trenton dailies 
Greater ( combined. 


Delaw’e River V’l’y 


Covers 70 Suburban Towns 


907% Trenton Homes 
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cards or circulars,and any other suggestions 


READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 


for bettering this department. 





This installment carries an un- 
usual number of ads with what I 
call “direct heads,” or headlines 
that indicate the nature of the 
business or goods advertised. 

It is still the fashion in some 
quarters, and especially among 
amateur adwriters, to start off with 
some far-fetched phrase or catch- 
line and work gradually around to 
the real point of the ad. 

The idea is that curiosity will 
thus be awakened, and that people 
who would not read the ad if it in- 
dicated on its face just what it was 
abceut, will be tempted to peruse it 
if disguised by a blind or meaning- 
less head. 

No account is taken of the an- 
tagonism which is almost sure to 
grow out of such needless beating 
about the bush, or of the many 
zseaders who are lost because the 
headline does not show at a glance 
what the ad is about. 

The headline should be to the ad 
what the headlines are to the news 
columns of the paper—an index to 
what follows. 

Of course, if you're advertising 
shoes and use a shoe cut, it isn't 
necessary to use the word shoes in 
your headline; but even then the 
headline should have some direct 
application to the subject. Then 
you'll be reasonably sure of get- 
ting the attention of most every 
reader who wants shoes at that 
particular time, and the man cr 
woman who doesn't want them 
isn’t going to buy any sooner for 
heing misled into reading the ad. 

The direct head saves space and 
the reader's time. 

Take the ad reproduced below, 
for instance. No other headline, 
except, possibly, the name of a 
malaria symptom, would so quick- 


['y get the attention of a person 
suffering with malaria. 

This is a good ad in other re- 
spects—well written and displayed. 


coated tongue, 
appetite, sleep 
ambition, ull 
back or limbs, 
constipated bowels, liver 
sluggish, headaches, yellow 
skin. The cure is Grey Pills. 

Tone the entire system, 
kill the malaria germs, start 
the liver working, increase 
the appetite, regulate the 
bowels. 

Money back if results are 
not satisfactory. 

Price 25c. per box. 


Malaria 


Symptoms, 
bad taste, no 
feeling, no 
achy pain in 











Business-like From Beginning to End. 





I can Increase 
Your Income on 
Rents 


A very important feature 
of our business is to take 
full management of rental 
properties. If you have any 
property from which you 
only derive a small stipend 
of an income, consult me at 
once and | will guarantee you 
better results. 

The renting business needs 
an expert to manipulate it 
for profit I am at your 
command in this line. 

I have some very desiral” 
lots on which stores could be 
erected at small cost, and 
would bring in a good in- 
come. They are located on 
White, West, Main and Elm 
streets. 


For a Stationer. 
Nice to Write On 


Swell in appearance— 

Little in cost— 

Three good points in favor 
of these most popular of all 
Correspondence Papers— 

Old Vienna Bond. 

Duquesne Vellum. 

French Dimity. 

25 cents a pound—envel- 
opes to match—1o and 15 
cents a package. 
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Always be Right os on Time with 


Things. 








The New Fall 
Waists 


have been enthusiasti 
cally admired. These beauti- 
fully tailored waists came at 
the most appropriate time. 
and women of taste seized 


upon them quickly, for the 
cool days that this week 
brought. The fabrics are 


not heavy, not too warm 

cheviot, pique, canvas weaves 
—the first step away from 
the real thin things. ‘Then 
the artistic styles and the 
smart failoring make them 
fascinating to women anx- 
ious for something new. 
There are handsome velvet 
and flannel waists ready, too. 
Here are a few descriptions: 


the 














You Will Want to 
Save Coal 


This Winter 


if you ever will. 

How much coal do you 
suppose you waste in your 
old furnace? 

Consider how much _ heat 
gees up the chimney—how 
little control you reaily have 
of the fire—how much good 
coal is thrown out with the 
ashes. 

Better have the best mod- 
ern furnace, the Clarion. 


A Furnace Ad with Telling Headlines. 








Don't 
tedy Knows What that Means. 





say “At Popular Prices.” 





Fall Styles in 
Men’s Hats 


The fall and winter styles 
in men’s soft and stiff hats 
are now on exhibition. This 
store has proven a very con- 
venient one in —. to buy 
hats. We = carry large 
stock in all styles, mee and 
sizes at the popular prices. 

A big special in men’s 
shirts. Right at the com- 
mencement of the fall sea- 
son we offer an opportunity 
to buy $1, $1.25 and $1.50 
shirts for 75 cents. These 
shirts were a job. All the 
sizes are here. Handsome 
patterns and striking colo1- 
ings. Stiff bosoms with sep- 
arate cuffs. Just what win- 
ter calls for. Our reputation 
as a shirt store is so rapidly 
going the rounds that con- 
stant buying is necessary to 
keep up to the demand. 


No- 











INK, 


An Excellent Tailoring Ad. 











Men’s Fall Suits 
To Order 


Thinking about your Fali 
suit?’ 

You’re wise to do so— 
particularly if you intend to 
have it made to order. For 
the new Autumn fabrics are 
here-—a handsome variety— 
and you get the broadest se- 
lection now, without hurry or 
rush. Patterns range trom 
grave to gay—from neat ef- 
fects in worsted and fancy 
cheviots to the more striking 
styles that young men like. 

you’ve never tried a 
W—-—— made to order suit, 
the amount of smart tailor- 
ing, fit and correct style in 
one of our $25 to $30 suits 
will be a revelation to you. 
It’s all that can be put in any 
suit. And the choice of fab- 
rics is superbly varied. 

Same workmanship in the 
20 suits—the difference lies 
in the goods. But you'll 
never find it out through the 
test of wear. 

Stop in and find out more 
about them. 








One can Almost See the Goods. 








° ’ ° 
Girls’ Walking 
(te 
Suits 

Rough clothes are the “go” 
for these charming new 
walking suits for girls. One 
material, snowflake cheviot, 
has little dashes of white 
through blue or black 
ground—a pretty innovation. 

We've already told you 
about the styles—but you 
must see the suits to appre- 
ciate how jaunty and prac- 
tical they are. 

Hints from an 
group: 
At $15—Walking suits of 


enticing 


homespun; Norfolk jacket; 
lined with taffeta; plaited 
skirt. 


At $18—Walking suits of 
heavy mixed cheviot; double- 
breasted Norfolk jacket; vel- 
vet collar; plain flare skirt. 

Sizes 14 and 16 years. 








One of Rogers, Peet's. 





“Sock it to ’em,’”’—says our 
sock buyer. 

So here goes. 

Socks that were 25, 35 and 
50 cents a pair, the clean-up 
of one of the best stocks of 
fancy hose we have ever had. 

All sizes—perhaps 9% and 
10 are strongest. 

3 pairs for 50 cents. 








The 


Sho 

















Is Your Life 
Worth 25 Cents? 


That is the cost of a pair 
of water wings. (A _ pocket 
life preserver). Many cases 
of accidental drowning couid 
have been prevented by their 
use. They weigh but 30z., 
are easily adjusted and will 
float a person weighing from 
50 to 250 Ibs. 











There’s a Spirit of Liberality Running 


Yhrough This One, that Ought 
to Win Business. 





Call Just for Ideas 


How much worry you 
would lose, how much beauty 
your rooms would gain, by a 
little trip through our store— 


just for ideas—before ‘“‘fix- 
ing up” the town house this 
Autumn. 


Our decorative department 
is at your service. Besides. 
the difficult art of combin- 
ing colors and styles is ex- 
amrpled on every floor in 
charming cozy corner and 
window arrangements. Wall 
papers from 10 cents a roll. 

Oriental rugs, from $3.25 
—sought for as groundings 
and backings for every 
scheme—ofter wonderfully 
decorative suggestions in our 
*Ruggery.” Also exquisite 
designs in private patterns 
in all weaves of carpets. 

All the most artistic furnr 
ture—simplicity and richness 
picked from every clime and 
time, and at factory prices. 











Showing the Actual Cost of Furnishing 
Lifferent Rooms is a very Useful 


Thing to do. 





What $54 Will Do 


Would you like to know 
how cheaply you can set up 
housekeeping if you get mar- 
ried? Here: 

A good white iron bed 
with brass trimmings, $3. A 
good spring and mattress, $3 
A dresser and Commode to 
match, $11. Where you spend 
one-third of your life. 

A fancy oak extension 
table, $4. Six oak dining 
chairs, $5. A _ 50-piece din- 
ner set, $3. Where you are 
three times a day. 

No. 9 Cookstove furnished. 
$11. Two kitchen chairs and 
one table, $2. Where your 
wife spends half her time. 

A parlor suit with two 
rockers, one center table and 
one couch, $11. One lamp 
and six window shades, $1. 
Where you take your evening 
comfort. 
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Stsiking ad for “Water Wings.” 
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How Much Better it is to say “Hurt” 


A 





Than to say “Damaged.” 





Hurt Books— 
Little Prices 


Summer reading in abun- 
dance, mostly fiction, that 
will cost you very little to- 
day. The little marks that 
books will get in handling 
do little damage, if you want 
to throw them in trunk or 
grip, for careless handling 
during the lazy vacation days 
in the countr But we are 
more particu ar about our 
stock; and we've given it a 
going over, that brings out 
to-day’s attractive offerings. 

All are nicely bound in 
cloth; most of the books 
were $1 to $1.50; though 
some twenty-five cent books 


are in the lowest priced 
group. 
To-day they are marked 


10c, 18c, 25¢ and 45¢c. 

The miscellaneous charac- 
ter of the titles makes a list 
impossible; but the selection 
is wonderfully broad and 
satisfying. 








Pertinent Question and Two 
suasive Paragraphs. 





Do You Wish 
Another Thin 


Dress or Two? 


The cost will be little 
enough; and you may pick 
from the largest variety of 
stuffs, and the broadest array 
of patterns that such a radi- 
cal reduction-time ever saw. 

Thousands of shrewd 
women buy these dainty 
stuffs a year ahead. and save 
half the cost on goods quite 
as beautiful as the newer 
ones, when made up after 
next year’s patterns. 

Here’s a suggestive list: 





Just a Reminder for the Sportsman. 





Partridge, 
Woodcock, Quail 


; and Gray Squirrels 
will be 1eady for you in 


about a week—lots of them, 
—wili you be ready for 
them? 


lf you cannot find here 
the gun or implement 
will best meet your 
ideas, we'll be glad to order 
it for you at an acceptable 
reduction from regular price. 


We _ guarantee the king 
smokeless and semi smoke- 
less to be the strongest, 


quickest and cleanest of all 
powders. Try it. 





Per- 











Interesting. 


PRINTERS’ INK. 





Some New 
U mbrellas—$2. 50 


But that’s not all the story. 
The rest of it is a saving of 
$1.25 — one-third —on each 
umbrella. 

They’re covered with a 
new silk, made without dress- 
ing of any kind; hence thin, 
and close- -rolling. The mak- 
er is so sure of it that he 
guarantees it for a year. 

Handles are the kind you 
find on the usual $3.75 um 
brellas— pearl, ivory and 
buckhorn, sterling silver 
mounted. In 26 and 28-inch 
sizes, at $2.50 each. 


This one Ought to Push the Go-carts out 
in Quick Time. 








A Better Butter Ad. 








25 Cents Will Not 
Buy any such 
Pound of Butter 


Anywhere as it will at this 
store. Here twenty-five cents 
buys a pound of the famous 
Elgin creamery butter, a 
butter than which there is ab- 
solutely nothing better. It 
always pleases—pleases_ in 
lots of cases where people 
had tried butters till they had 
almost become discouraged 

We'll deliver it quickly 
whether it be butter or any 
other article that is to be 
found in our full stockcd 
grocery store. Try us. 





A Sale of 
Go-Carts 


Here’s an assemblage of 
handsome, well-built go-carts, 
in a number of different de- 
signs, that have been marked, 
for clearance purposes, at a 
Startling figure—ten dollars 
each—though original prices 
ranged up to $16. Bodies 
are fancy shaped, of reed; 
some with enameled gear and 
wheels, others with tinned 
gear and wheels. All have 
rubber-tired wheels, fitted 
with patent brake. 

t’s a chance in a hun- 
dred, to pick up a fine go- 
cart at a great saving. 

Theo here’s word of sone 
low-priced fittings for baby 
carriages: 





Direct and Pleasing. 











Well Put. 


We Do 
Upholstering 


in a manner that is 
pleasing to the eye, restful to 
the body, serviceable in wear- 
ing, and last but not least, 
easy on the pocketbook. Our 
upholsterer has had New 
York City experience with 
some of the largest and best 
houses. Try us, or let us 
give you an estimate, Sat- 
isfaction guaranteed, 














The “Little 
Comfort” Hand 
Sewing Machine 


An absolutely perfect ma- 
chine, with needle, automat- 
ic tension, stitch and feed 
regulator, etc. Does great 
variety of work, with any 
kind of thread, silk or twist, 
and all kinds of cloth. 

It is so simple it can be 
opergted by man, woman or 

is always ready for 
use, ‘and so durably made 
as to insure its stability. 

The recent model, whic 
we now show, is so much im- 
proved that it will sew as 
fast as a foot power machine. 
It has a thread controller, 
possesses practically all the 
sewing qualities of a full- 
fledged sewing machine, and 
will do almost any kind of 
wor 

Price, $3.5 

One my ‘not so speedy, 
at $2. 





Carries Conviction, 








25c Coffee That’s 
All Coffee 


Fully developed beans, 
freshly roasted, powder 
ground—a_ rich blend of 
Mocha and Java. 

We do all the handling 
from the harvest to the cus- 
tomer and know what we’re 
talking about when we tell 
you it’s the finest quarter 
coffee in the world. 





Every Word Counts. 














Maids’ House 
Dresses 


The housemaid desiring 
dainty, trim, well made and 
perfect fitting house dresses 
will be more than pleased 
with our stock. The prices, 
too, are so low as to be most 
satisfactory. 

Here are these few for to- 
morrow: 








ge 
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See 
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AINSLEES 


\ MAGAZINE OF CLEVER FICTION 
160 Pages Of Reading Matter Every Month 


In the five years that Ainslee’s Magazine has 
been before the public, the greatest compliments 
received were those offered on the score of the 
magazine’s fiction. 

ith increased opportunity in size of magazine 
from 96 pages to 160 pages of reading matter it will 
not be difficult for Ainslee’s to live up to the sterl- 
ing reputation it has already achieved for inven- 
tiveness and novelty. 

It is a truism to say that men and women read 
a magazine to be amused, rather than to learn the 
sorrows of life. That is why the zest of humor, 
sprightliness and sparkle will be the dominating 
characteristic of the contents of Ainslee’s. 


Among the many well-known authors engaged 
may be mentioned the names of: 









Edward S. Van Zile Felicia Goddard 
Arthur Ketchum Edgar Saltus 

Elizabeth Duer Richard Duffy 

Frank Lillie Pollock Julien Gordon 

Olivier Henry Henri Lavedan 

Charles Hanson Towne Paul Lawrence Dunbar 
Arthur Stringer H. C. Chatfield-Taylor 
Harry Thurston Peck Emery Pottle 

Thomas Walsh Roy Horniman 

Marie Manning Clinton Scollard 

Bliss Carman Frank S. Arnett 
Robert Loveman Frank Dempster Sherman 
Charlotte Becker Theodosia Garrison 
Jobn D. Barry Masson-Forestier 
James Forbes John Burleigh 

Lincoln Steffens Josephine Dixon 


John Uance Cheney 


SAMPLE COPY AND ADVERTISING RATES SENT ON APPLICATION, 


C. C. VERNAM, Mgr. Adv’g, 5 Beekman St., New York. 
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Photo by Stein. 


‘Milwaukee Journal 
Newsboys 


In line at the Main Office 





In addition to office headquarters, 
The Fournal has in the city of Milwau- 
kee seventeen exclusive branch offices. 

The city circulation of 7he Fournal 
is larger than is the combined city cir- 
culations of the two other evening 
papers and larger than is the total cir- 
culation of either. 


THE JOURNAL COMPANY 





MR. STEPHEN B. SMITH, MR. C. D. BERTOLET, 
30 Tribune Building, 705-707 Boyce Bidg., 
New York City. Chicago, III. 
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The Reason Why 


Orrice or THE LOVELAND REPORTER. 
LovELAND, CoLorapo, August 11, 1902. 








Printers INK Jonson. he 
ar Sir—We have received your catalogue and herewith inclose 
ou an order for Job Inks. We have been a constant reader of your ads 
ce years—in fact, we used to deal with you. You might, perhaps, be in- 
terested in knowing why we quit you. eused some of your News Inks, 
and they gave us satisfaction: but, after a while, we bought (and paid for, 
of course) a fifty-pound keg. It was the worst ink we ever have seen in 28 
ears’ experience. We tried it in every way—but finally had to hold it. 
The only way in which we could get rid of it was to give it to the people 
who were owners of young fruit trees for the purpose of banding their 
trees—and even they said it was not as good as what they had been using. 
Of course, we knew. that you offered the money back—but we do not do 
business that way. 

Since that time a number of your customers have advised us to let 
you know of it and see what you would do about it. So we now tell you : 
and what you may wish to do will be all right—even if it be nothing. We 
have never mentioned it to you—although we have once ordered a little lot of 
Job Ink of you. We now run a Potter cylinder—and fold our paper (a 16- 
page, four column, all-home-print) on a machine. We have the handsomest 
paper in the State—and run a half-tone on the first page. We pay 2oc. for 
our ink—although we have had some very fine ink at 15c. 

Yours very truly, W.L. THORNDYKE., 


APDAAPARLI Ow 


Orrice or THE LOVELAND REPORTER. 
LoveLanpb, CoLorapo, September 7, 1902. 
PrRinTERS INK JONSON. 

Dear Sir—The twenty or more varieties of inks (all Jobs) ordered 
from you recently came to hand. We have tried most all of them and so 
far we find that they are the best inks we have had in the shop during our 
twelve years’ ownership of this plant. Not best “‘ according to ’’—but 
the best at any price! We think that this is saying a great deal— 
for we have paid from one dollar to six dollars per pound for it all. 
Frankly, we believe that wy printer once trying your Job Inks would be a 
devilish fool to go back to the old hold-up rates—unless he never means to 
pay for the stock: and in that case you would not want his trade. You 
may look for all our orders as long as you keep up to the present grade of 
goods—provided we have no hurry-up orders on peculiar tints—and even in 
those we propose to keep a line on hand. 

Yours very truly, W. L. THORNDYKE. 


Orme Ow 





reer 
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the fold and to favor me with another order after a lapse of five 

years, but I would have felt much better if I had been given a 
chance to refund his money. Printing inks have more adverse con- 
ditions to contend with than any other product manufactured, and if 
one lot happens to fall down, it is hardly fair to condemn the poor ink 
man without allowing him to explain. My guarantee of giving the 
money back to dissatisfied customers was intended for just such cases 
as Mr. Thorndyke’s, but five years afterward is rather a late day to 
register a complaint. I don’t profess to be infallible, but I am willing 
to wager that my percentage of kicks is less than any other ink house 
in the world. Send for a copy of my price list, and when you find my 
inks not up to the standard, don’t be bashful about notifying me. I 
want to know all particulars. It helps to remedy the difficulty. 


ik is very kind of Mr. Thorndyke to explain why he strayed from 





ADDRESS 











PRINTERS INK JONSON 
17 Spruce Street, New York 























48 PRINTERS’ INK. 
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“ Circulation Books Open to All.’’ 

















HE two headings shown above are from the New York 
1 WorLD and the PHILADELPHIA INQUIRER, and both 
refer to the paid advertisements printed on Sunday, 
eptember 14, 1902. 
Advertisers know the value of advertisements in the 
INQUIRER and have accorded to it the first place among the 
country’s advertising mediums. 











The Philadelphia Inquirer 
1109 Market Street 2 Philadelphia, Pa. 


NEW YORK OFFICE: CHICAGO OFFICE: 
Tribune Building. Tribune Building. 
























































